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MBIA, THE LAND Or CorrEert 


Careful cultivation... Constant experimentation 


Assure perfect quality the year ‘round 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y.’ 


Have you seen our booklet, 
It delightfully tllustrated, and yours form the 
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PAYS FOR ITSELF 
STOPPING 


BAR NUN ‘Auto-Check” Net Weigher 


An overweight of 1/16 or 1/8 ounce a pound sounds tiny, some 


thing you can afford to ignore But multiply it by the thousands 


of weighings you make in a year, and it becomes a really serious 
loss!’ That's why the accuracy of a Bar-Nun heck’ Net 


Weigher repays the price of the weigher many times over 


The extremely accurate Bar-Nun weighs one-pound discharges 


of ground coffee with a maximum overweight of 1/32 ounce. This 


is the maxsmum; careful production checks by plants that operat: 


Bar-Nuns have shown that the average variation is even less, De 


sending on your volume, Bar-Nun accuracy will save you hundreds 
y y 


or thousands of dollars every year, in coffee alone. Besides, the 


dependable accuracy of the Bar-Nun means a saving in production 


time And labor, too 


Remember the major part of your weighing costs 1s not. the 


price of the equipment. It ts the cost of time, labor and wasted 


coffee. The /east expensive method 1s with the most modern and 
efhcient weigher available —the Bar-Nun Auto-Check’ Net 
Weigher 


For specific details and quotation, just tell us what weights you 


package, and whether ground or whole bean coffee. No obligation 


of course, so write today 


_F. GuMP CO. 3125. cuore Avenue, Chicage 50, Illinois 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN ‘‘AUTO-CHECK”’’ NET WEIGHERS + BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS «+ ELEVATORS AND CONVEYORS + EOTBAUER-DUPLEX NET WEIGHERS 
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WHAT’S IN THE CARDS FOR COFFEE 
IN 1956? 


Plan now to attend the Pan-American Coffee Bureau Seminars 
for up-to-the-minute, authoritative information 


All members of the coffee trade and 
their advertising agencies are invited 
to attend these two-day meetings. They 
will be lively, thought-provoking ses- 
sions — entertainingly presented. 

After a review of the American 
economy in general, experts will dis- 
cuss all phases of the coffee business. 

Senator Homer E. Capehart, member 
of the Senate Foreign Relations Com- 
mittee, will address the seminars in a 
film talk on the importance of coffee in 
inter-American trade, 

Jack Evans, new Consultant with the 
Pan-American Coffee Bureau, will ana- 
lyze the industry’s position in the busi- 
ness cycle. A new film, “Challenge To 
America”, will point out the potential 
market ahead. 

Dr. James E, Wood, the Coffee Bu- 
reau’s Director of Research, will in- 
terpret the new motivational research 
study and will present new marketing 
information. 

Gene Laughery, General Manager of 
the Coffee Brewing Institute, will re- 
port on the latest research conducted 
by the Institute. 

The theme of the conferences is “Let's 
Rediscover Coffee”. The Bureau's Home 
Service Director, Mrs. Ellen Salton- 
stall; Advertising Director, Ed Van 
Horn and Public Relations Director, 
Gil Coburn, will outline the home serv- 
ice, advertising and public relations 
programs for 1956. They will show 
how this theme will be used to influence 
consumers to buy more coffee — and 
how you may tie-in with this selling 
effort. 

Wind-up of each seminar will be a 
talk by Jack McKiernan, President of 
the National Coffee Association. 

Your host at these conferences will 
be Charles G. Lindsay, Mancger of the 
Pan-American Coffee Burtau. Once 
again, the Coffee Bureau invites you to 
attend the one most convenient for you. 


Pan-American 


Coffee Bureau 


120 Wall Street, 
New York 5, N.Y. 


JAN. 12-13, 


NEW ORLEANS, 
HOTEL 
ROOSEVELT 


JAN. 19-20, 


SAN FRANCISCO, 
HOTEL 
ST. FRANCIS 


NEW YORK, 
HOTEL 
BILTMORE 


CHICAGO, 
PALMER 
HOUSE 


Brazil Colombia Costa Rica Cuba ¢ Dominican Republic Ecuador E] Salvador Guatemala Honduras Mexico Venezuela 
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Predict 


that more coffee 
will be consumed 
in 1956 


Ik roasters and distributors advocate measurement of 


coffee and water in a realistic ratio. 


If’ there is less emphasis on the selling price of the 
product and more upon its merits as a satisfying and 


beneficial beverage. 


I creative salesmanship replaces overemphasis on 


consumer and retailer “deals”. 


Let’s Give COFFEE A Break 


RUFFNER, McDOWELL & BURCH, INC. 


COFFEE BROKERS AND AGENTS 


SAN FRANCISCO CHICAGO NEW ORLEANS NEW YORK 


pays to trade the Ruffner Way" 
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Big news for coffee roasters is Continental's 


new Lamofoil bag! Reverse printed acetate 


laminated to aluminum foil makes a bag that 


literally puts a gleam in the customer's eye and 


makes your coffee a stand-out at point-of-sale. 


The special construction of this bag protects 


your coffee from flavor-stealing oxygen, too. 


And for added convenience, a steel tie makes 


it easy to pack and close each bag — lets the 


housewife reclose it each time coffee is used. 


Investigate Lamofoil bags —the “flexible cans”. 


Let Continental make up a package that will 


mean bigger sales and more profit for you. 


Call soon. 


IT'S NEW! GLEAMING FOIL 
Continental's Lamofoil bags makes your package a stand- CONTINENTAL Cc CAN COMPANY 
give your coffee new appeal, out, even in poorly lighted 
new protection, stores. L M A R B F T N E R 
HE 
STEEL TIES REVERSE PRINTED FLEXIBLE PACKAGING DIVISION 
let the housewife reclose the acetate laminated to foil 
bag each time coffee is used, gives you a coffee bag you MOUNT VERNON, OHIO 
can be proud of. Sales Offices in Principal Cities 
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YOURS for the asking 


The bovklets listed below contain special 
zed, detatled information on vartous sul 
sects This literature 15 yous for the 


asking. Merely fill out the coupon and mail 


] ~NEW COFFEE KOASTER 

An illustrated folder describes a new 
coffee roaster, B. F. Gump Co.'s Ray-Nox 
The folder tells about the method of roast 
ing used in the Ray-Nox Roaster, and 
other features of operation and construction, 
including recording thermometers and con 
trols. B. F. Gump Co., 1325 S. Cicero 
Avenue, Chicago 50, Ill 


2 AUTOMATIC BAGGER 


This illustrated folder describes a flat bag 
filling and sealing machine which is fully 


How to tell the coffee story 
Regional roaster case history 
on restaurant convention tie-in 


automatic The filling and = sealing are 

both done by the single —— Glue or Practical shortcuts : 

heat sealing can be used, or a combination Denver coffee vender achieves 
greater efficiency, more volume 


f both. It is suggested for pack 
aging coffee for glass coffee-makers Iheco. Identification of cystine, methionine, 


Inc., 19 Rector Street, New York 6. N. Y and proline in coffee 
Deskside coffee service 

Serving coffee in the offic e 

has mushroomed into big business 
U.S. coffee imports in 1955 
Trade maps progress at seminars 
Says New Orleans gave U.S 

the coffee break 
The revolution in green 

coffee marketing—Part 8 
Industry cooperation on solubles 
Kubitschek welcomed in U.S. 
Taste tells in demonstration 
Japanese coffee promotion 
CBI digs for facts 
Tea packages dress up 

A review of newest trends 

in use of tea cartons 
Hyde joins McCann-Erickson 
Frustration to fruition 


3 —MODERN FILLING MACHINES 

This illustrated, four-page folder de 
scribes various kinds of filling machines 
developed for today’s packaging require 
ments. Among the machines are universal! 
fillers, automatic augar feeds, automatic de 
plex units, automatic tight wrappers and 
others. Stokes and Smith Co., 4900 Sum 
merdale Ave., Philadelphia 24 


4 SAMPLE TESTING 
Sample testing equipment for coffee and 
tea companies is described in a four-page The fascinating sto 
illustrated folder. Covered are sample roast 
of tea growing in Africa 
ers, testing tables, grinders, sieves, kettle “Take Tea and See” Week 
yutfits, cuspidors, etc. Among the illus 
trations is that of a typical coffee testing 
room. Jabez Burns & Sons, Inc., 11th Ave 
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5 COFFEE 

Coffee” is the tithe of a new 58-page ; New Orleans ad 
booklet. It has a brief history of coffee, Hall, 5030 Golden Gate Ave., Oakla 
discusses kinds and sources, has charts on 269: Rio de Janeiro A. Sampaio | 
world production and consumption, com Dinca 


ments on the increasing impact of solubles, 
studies in detail each of the important de 
mand and supply factors, and explains what 
planters, dealers and roasters should know 
about futures trading, with actual example 

Merrill Lynch, Pierce, Fenner & Beane, 70 106 Water Street. New York 5 
Pine St.. New York City 
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106 Water St., New York 5, N.Y 


Pieuse send me the booklet whose number 79th Year 
| have checked 
rn 
70 40 «660 


Firm Name 


Pioneer Publication in Coffee, Tea, 


tity and State 


Published monthly opyr int 1956 


D 


[he Sp eM Publish 


Subscription: via per year, U. S. A.; $4.50, Canada; $5.00, Foreign. 


Spice, Flavor 


Title 


JANUARY, 


Formerly THE SPICE MILL 
= 
} 
| : | | ig 
arw 
. 
j 
7 
j 
q 
i 
N. Y 
ke 


Gostado @hermalo 


| THERMALO GEBRAND 


The 


in any language, it means— 
“Thermalo Roasted”’ 


And not only in North America, here in the United States and Canada, but in the 
principal countries of Europe, Latin America and Asia, the leading and successful roast- 
ers are turning to Thermalo as assurance of the ultimate in quality roasting! 


and for good reasons 


Thermalo Roasters, both batch and continuous, are the only roasters in the world 
that operate on the principle of high velocity circulation of indirect heat. This provides 
a controlled, low-temperature method of roasting in which actual flame never contacts 


the roasting cylinder or the coffee. 
Thermalo Roasters are the only roasters in the world which absolutely assure uni- 
formity of roast in cup quality and color, for any desired degree of development. And 


they do so at a minimum of operating cost. 
Thermalo Roasters are the most modern in the world...so more and more of the 


world is turning to Thermalo. 


ABEZ BURN SONS, INC. . 
Avenue at New York 36, N. Y. 


DESIGNERS AND MANUFACTURERS OF FOOD PROCESSING EQUIPMENT 


THERMALO 

Paahdettu 


Hoosier Coffee's display at the Indiana Restaurant Association. 
The canopy was made of burlap coffee bags. The shopping bags 
hung on the center pole, for visitors to carry their convention ma- 


terial, have Hoosier Coffee imprint and “good coffee’ slogan. 


case history: 


how to tell the coffee story 
at regional restaurant conventions 


Indiana Restaurant Association conventioneers at one of the Hoosier 
Coffee tables. The centerpiece has miniature flags of the II Pan 
American Bureau member Prizes went to those guessing 
most accurately each flag's country 


countries. 


What Clarence Irish did in Indiana, you can do, too... 


it'll help coffee generally and do your own brand good. 


By CLARENCE R. IRISH, President 


Coffee roasters participating in public relations work not 
only deserve good publicity for themselves but also help 
tremendously in establishing goodwill and promotion for 
all coffee 


To bear out my thinking, for a number of years our 


company has been an as 


sociate member of our Indiana 
and 


Restaurant Association 


has displayed annually at ther 
convention In 1955 it was 


held at Murat Temple in In 


dianapolis 


As a number of our a 


counts are members, we have 


felt over the years an obliga 
tion to have a booth and pal 
sort of 


ticipate in a limited 


way. But recently the organ 


ization has shown new life 
and very gratifying results, so we decided to spend a little 
what 


more money for a bigger and better display, to see 


the results would bring. 
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Hoosier Coffee Co. 


The first step was to contact the executive vice president 
Norm Bess, of the Restaurant As 
explain our ideas . He was enthusiasts Thi 


Indiana sociation and to 
feature pres 
tio 


illotted us pon 


entation, opening the program, was 
sored by the coffee purveyors under the heading ol | ectalty 
of the House--A Cup of Cottec 

For this spot we scheduled AS spe kdward | Van 
Pan-American Coffee Bureau, and James | 
Bappert of the Cotfee Brewing Insts 
cotter 


Horn, of the 
Carson and Robert | 


ituathion 


various subyects on the 


tute, Inc., to cover 
of vital to the 

We played up this part of the program 
sending out invitations to his mailing list for this 
meeting We had the spe ikers also scheduled on radio and 
television, and arranged pood new /paper publicity for the 
Publicity was arranged on Kathryn Daniel's Food 
Show on WISH-TV and on Mrs. Wilbur Shaw's 500 
Breakt ast WIRI 


noted writers as Harold Hartly of the Indianapolis 


interest restaurant 


O} erator 
cach roaster 


| irticular 


event 


Club over ilso news such 


and others 
The 


Pan-American 


room as decorated with flags of 


( 


mecting 


Bureau member countries 


: 
the |) 


The talks given by the three speakers were very potent 
and were well received, and we have had many favorable 
comments since, regarding them. Several of our customers 
approached us after secing Bob Bappert’s demonstration 
on how and how not to brew coffee—with the thought of 
changing their blend to get a better cup of coffee. We 
supgesed they permit us to come in and run a test using 
our own judgement as to procedure, and then get the 
customer Naturally we followed the Coffe: 
Lirewing Institute’s brewing instructions, and used more 
coffee and less with the results that one restaurant 
operator in his newspaper ad said, "The only way to describe 


the taste is to say that it’s heavenly.” 


reaction 
water 


In reality,we did nothing more in this instance than what 


we try to do constantly with our customers, The real 


This is a case history. 

It 15 an example of mitiative by a regional roaster. 

Remember one fact as you vead; The opportunity used 
hy Clarence Irish was not unique; i exists In every other 
tate im the country 

What was unique was that he used the opportunity. 

He did nothing other roasters cannot do, The people he 
brought im to help present the coffee story, the imdustry 
organizations which cooperated, ave ready to work with you, 
too 

The restaurant market for coffee is big, bigger than us 
25%, of coffee volume. Restaurants are the great sampling 
arena,where properly made hot coffee and wed coffee can 
set standards for home consumption 

Restaurant operator CONVENUIONS ave the most direct means 
for upgrading public coffee service—af coffee men tie m 
with them constructively, as Clarence Irish did. 


punch that put it across was the talk by an outsider, Bob 
Bappert, who aroused their desire to serve a better cup 
of cotfee 


Immediately following the talks we had a coffee break in 
which the coffee was brewed and served by the 11 sponsor- 
ing coffee purveyors. During this coffee break we had a 
background of Latin American music, discussed various coffee 
problems, and I know we gave them some very constructive 
information relative to the most important item on their 
coffee 


As is usually the case when one leads with his chin, I was 
made chairman of this program, and at a general meeting 
held previous to the convention I suggested that as it was to 
be actually financed by the purveyors, why not get in and 
do an outstanding job in our displays? Next year these 
displays will take on a different atmosphere, as many of the 
purveyors stated that they had been in a rut and were going 
to have something different and more attracive, as they 
could see where our efforts had really paid off 


lt was obvious to us that our customers liked to sit down, 
visit with us and enjoy a ‘cup of good coffee.” Therefore, 
our company's small display of one booth and two serving 
tables was totally inadequate, and we decided to increase 


10 


COFFEE & 


our space to four booths and use four serving tables, allow- 
ing us to seat 16 people. 

For a center-piece at each table we mounted miniature 
flags of the 11 Pan-American coffee producing countries, 
using as a base a Phoenix Coffee can. To create interest 
we had a guessing contest. Each flag was given a number, 
and a prize—an automatic coffee maker—was to be given 
to the person having the highest number of flags correctly 
identified. We were amazed when two contestants out of 
the hundreds had perfect scores and named all the flags 
correctly. 

Coffee boutonnieres 


We also had shopping bags printed bearing our name and 
the slogan, ‘Let's have another cup of good coffee’. There 
were many gifts available to the conventioneers from pur- 
veyors, and these bags were very handy for carrying the gifts 
home. While our booth was about at the center of the 
convention, we had people coming direct to us for these 
bags, having inquired where they could be obtained. 

For gratuities, we had boutonnieres made up like coffee 
blossoms, with red cherries and green leaves, This was 
placed in a cellophane bag with one of the plastic coffee 
To the back of this package we clipped the 


In addition, we gave ball- 


measures. 
pamphlet, “The Story of Coffee’’. 
point pens to the men and coin purses to the ladies 

Our booth drew a great deal of attention, being different 
from anything there. It was made up in the form of a 
canopy consisting of various types of burlap and grass coffee 
bags sewed together to form the roof. This was, in turn, 
supported on a framework made of one-inch electric con- 
On the outside we had split-bamboo roll-up 


duit pipe. 
The booth was available for entrance from three 


Curtains, 
sides 

From various places in the ceiling, suspended from the 
coffee bags forming the roof, we had round coffee-colored 
placards stating the type of coffee and the country from 
which it came. At various intervals on the framework up- 
right supports we had the three by five foot Pan-American 
flags, and among them were the various slogans pertaining 
to coffee. 

Our display of coffee brewing units was at one end of 
We brewed and served the coffee from two 
At peak periods we had difficulty serving 


We 


the booth 
central stations. 
and found four tables seating 16 people inadequate. 
had to serve many who were standing in the aisles. 

Next year we are planning on eight tables seating 32 


peopl 
New friends 


All in all, we felt our efforts were well-received; that we 
made many new friends; that we gave some of the other 
purveyors ideas for the next year's display; that we helped 
the Restaurant Association put over a wonderful convention ; 
and that, in addition, we accomplished a lot of good public 
relations work for coffee. 

Incidentally, this convention, which is by invitation and 
not open to the general public, now ranks sixth in the 
nation. This year it registered 30% more attendance than 
last year, and this with two of the three days raining hard. 

In closing, we wish to pay tribute to the Pan-American 
Coffee Bureau and the Coffee Brewing Institute, which 
surely went all out to assist us in our part of the program. 
We are already laying plans for the convention next year, 
and feel sure that other purveyors are doing likewise. 


TEA INDUSTRIES and The Flavor Field 


4 
‘ 
‘ 


Coffee, Inc., personnel, with some of the trucks used for servicing and maintenance of vending units. 


practical shortcuts to efficiency 
build coffee vending volume 


A flair for designing “practical short cuts” to imecrease 
efficiency in every phase of coffee vending has sharply re 
duced costs and built overall volume for Coffee, Inc 
Denver, Colo., coffee vendors. 

Bob Yount, head of the firm, has built up a route “ot 
over 150” locations in the mountain capitol, whi h ts quite 
an achievement in view of the fact that Denver's matin in 
dustry is tourists, with little or no manufacturing plants 
or similar concentrations of workers, such as found in 
other cities of the same size. Consequently, Cotfee, In 
locations show a comparatively low return per stop, and 
it is up to the company to “shave every possible edge off 
operating costs” in order to return a satisfactory piofit 

One glance at Coffee, Inc.'s, office is enough to demon 
strate that Mr. Yount has given a lot of analytical thought 
to eliminating time-wasting elements in everyday operation 
to customer goodwill and to sheer efficiency 

From the outset, the Colorado vending route operator 
decided that he would make the headquarters “a show 
place,” so well set up that he could, at any time, take a 
prospective location owner through the plant with the 
surety that the latter would leave with an excellent im 
pression of Coffee, Inc., production, service and repair 
policies. Consequently, the plant-——which 1s divided into 
the sales office at the front, repair department in the 
center, and “sanitation department’ in the rear room-—1s 
kept immaculately clean, well lighted and impressive 
enough to draw high enthusiasm from every visitor who 
has toured it to date 

Contrary to the all-too-often haphazard appearance of 
the business office, Mr. Yount built his own office around 
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By GENE C. CREIGHTON 


a kidney shaped Hollywood desk” of blond wood, with 
contrasting deep pastel brown walls, a rattan drape which 
covers the windows, and such modernistic touches as 
gooseneck lamps, files finished to match the decor, ete 
Coffee brown” 1s the predominant color, which, of 
course, explains itself Mr. Yount feels that the office 
is the “show window’ of the business, and that a neatly 
kept administrative atmosphere indicates similar care in 
machine maintenance 

Stepping into the second room, a number of Yount in 
novations impress themselves rmmediately on the visitor 
First, and most unusual, ts a four by eight foot panel of 
pegboard on the left wall of the room, on which all re 
placement and repair parts for the Rudd-Melikian vendors 
are kept Spaced over the board on wite brackets which 
plug neatly mto one quarter inch holes are scores of 
parts of the ty pe usually put away in boxes, or stores along 
shelves in cartons. At Coffee, Inc., they are out in plain 
view, so the shop mechanic can instantly locate a needed 
part, both for shop repair and when an emergency call 
comes in from the field. This chops several minutes from 
every SCTVICE call and needless to say the pegboard has 
paid for itself swiftly in the matter of convenience. The 
repalr bench ts located on the Opposite side of the room 
with neat metal drawers for small parts electrical com 
ponents and a silhouette tool board which permanently 
identifies the “place for everything’ where tools are 
concerned 

In the center of the room are two upright home freezers 
likewise kept immaculate, in which Coffee, main 
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and proline in raw 


identification of cystine, methionine 


and roasted coffee 


The proots of the presence of cystine, methionine 


and proline into the raw and freshly roasted coffee 


presented In addition, the 


acid hydrolysate S are 


possible IN portance of these amino-acids with re 


spect to the aromatic and taste properties of freshly 


roasted coffee is discussed bric Hy 


The composition of the aromatu part of roasted 
coffee has been investigated by several workers Some 
of the components have been identified——or supposed to 


be present-—as a number of organic sulfur compounds 


reviews on the subject are available in coffee 


(6,12,13,16) 


extensive 
literature 

In view of the peculiar nature of such compounds, their 
unroasted bean should be rejected 


pre existence in the 
it seems rather unlikely that they 


Oy the hand 


originate i the roasting 


other 


process from inorganic sulfur 


compounds Therefore, the most probable source to be 


considered first are the one or more sulfur-containing 


he an 


occurring in the 


OF substances yreen 


Figure |: Circular paper mixed chromatogram showing the amino- 
acids bands separated after development [irrigated twice) with 
n-butanol:acetic acid:water (40:10:50) and treatment with ninhydrin, 
isatin,, and chloroplatinic acid:potassium jodide. In the ninhydrin- 
portion of the chromatogram the proline band is not visible because 
Colorless areas and easily fading bands have 


Coffee hydrolysate 


of its yellow color 
been enc ircled for photography 
AA Known aminoacids) 
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By DR. C. E. BARBERA, D. Barbera & F. 


& 


Messina 
Italy 


This assumption 15 supported by statements such as 
that of Valerio (23) that sulfur-containing 
substances are among the volatile products of the pyro 
lytic decomposition of the protein fraction of raw coffee; 
that of Hoepfner (10) reporting the occurrence of sul 
fur in the raw and roasted coffee protein; and that of 
Hughes and Smith (11) who assume that the sulfur 
compounds found in roasted coffee aroma are probably 

more 
who, 


who says 


formed by the decomposition of proteins 
specifi Elder (7) 
investigation on the antioxygens produced by roasting, 
tests for antioxidant efhciency cystine, methionine and 
mustard allyl oil as the sulfur compounds plausibly pre 


assumption come from in an 


sent in raw coffee. 

As there is general agreement that coffee aroma owes 
its distinctive character chiefly to volatile sulfur com 
pounds (14,18,20), it appeared that an investigation of 
raw coffee for the substances responsible for the develop 
ment of such compounds would give information of some 
foregoing statements, at 
tention was then devoted to the amino acid-containing 
The corresponding fraction of 


value On the basis of the 


fraction of raw cotfee 
freshly roasted coffee and that of its aqueous extract wert 


next analyzed 
Experimental Part 


Raw and roasted (roasting loss 18-19% samples of 
Colombia, Santos, Uganda and Mocha were used throughout 
the study 


Hydrolysis. All the various hydrolysis procedures ex 
perimented with yielded hydrolysates which did not dif 
fer from each other when chromatogrammed. The pro 
cedure which follows was that finally adopted for most 
of the work 

Not dried, finely flaked raw cotfee beans (2g.)——or 
freshly roasted ground coffee (1.6 g.)—-were mixed with 
hydrochloric acid (20 ml.) and 909% formic acid 
oil bath for 16 hours 


20% 
(20 ml.) and refluxed on a 130° 
The dark liquor filtered from the mixture was brought to 
bath, 
refiltered, evaporated under reduced pressure, 


small volume on a water taken up with water 
(40 ml.), 
and then dried over KOH and P.O. in 
cator The 
(20 ml.) and adjusted to pH 6 
Qualitative analysis of the hydrolysates. 


al descending (43) and circular paper chromatography 


a vacuum dest 


residue was disolved in 100 isopropanol 


Bidimension- 


(9,15,17) with the application of several specific .color 
reagents, constituted the methods employed to analyze 
the coffee hydrolysates 

All the solvents, buffers, color reagents and apparatus 
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were as prescribed by the authors whose procedures were 
followed 


Of cach freshly prepared hydrolysate, 10 
the filter 


40 micro 
liters were usually used Each 


separate analysis was pe rformed at least in quadruplicate 


to 


to spot pape r 
and always simultaneously to one or more mixtures of 
which had checked chro 


Room temperature was generally 
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Results and Discussion 


From the several chromatographic analyses performed 
on the raw and freshly roasted coffee hydrolysates, it 
was determined that both of them contained the follow 


aminoacids: alanine, arginine, AS Partie acid, cystine, 


ny 


glutamic acid, glycine, histidine, leucine, lysine, methion 
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tne 


of the 
meth 
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identification 
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The 


new 


ime 
methionine 


ol thre 


and valine identification cystine 


and proline 1s whereas re 
maining aminoacids confirms a previously published study 
on the aminoacids of raw and roasted coffee (22) 

The perfect agreement among the data obtatned by the 
Any doubt 


the 


different procedures loyed does not leave 


about the occurrence of these iminoacids 
coffee bean. Some of the most convincing data are piven 
in Table I 
chromatogram developed according to the technique ce 
Rao (9) treated with three 


three mn 


Figure | shows a typical circular paper mixed 


scribed by Girt and ind 
different 

The chromatograms which had been treated with the 
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identification of which is under way at this time 

Methionine and proline have been detected also in 
the hydrolysates prepared from a water extract of freshly 
roasted coffee and from roasted ground coffee which had 
been exposed to the room air for one month. These 
experiments will be continued when very stale coffee ts 
available 

In conclusion, the results of this investigation represent 
the first registration of non-volatile organic sulfur com 
pounds and proline in both raw and freshly roasted coffee 
The occurrence of proline would account for the small 
amounts of pyrrol found by Bernheimer among the un 
(1) It is interesting 


and, to a 


condensable coffee-roaster pases 
to observe that pyrrol, proline, 
methionine are the most efficient among the anti-oxygens 
tested by Elder on roasted coffee (7) 

Concerning the contribution of cystine and methionine 
to the formation of the aroma sulfur compounds, the 
qualitative nature of the present work does not allow us 
to draw a conclusion there are sound reasons 
believe that these of 


constitute the source of the hydrogen sulfide and 


lesser extent, 


However 


to amino acids-—-or at least one 


them 
methylmercaptan found in the volatile fraction of freshly 
roasted coffee. In addition, it would not seem improbabl 
that methione in particular, exerts a certain influence 
upon the the coffec its well 
known variations upon repeated or prolonged heating 

unsolved 


taste of infusion and on 


To attempt to define the above mentioned 


points, a quantitative study on organi and inorgant 
sulfur present in coffee—either raw os brought to dif 
ferent temperatures in different times 1s now in progress 
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Eisenmenger now assistant vice president 


Philip I. Eisenmenger has been clected an assistant vice 
president of Standard Brands Inc 

Mr 
tional Coffee Association's hotel and 
tee for several years, is at present representing NCA on 
the board of directors of the Coffee Brewing Institute. 


Eisenmenger, who served as chairman of the Na 
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deskside coffee service is b 


One of the big boosts that the coffee break received 
in recent years occurred when the Mutual Life Insurance 
Co. of New York asked the executives of the Frank G. 
Shattuck Co., operators of Schrafft’s restaurants, to pro 
vide desk-side coffee service for its 1,700 employees 

When the plan was first discussed about six weeks ago, 
the restaurant chain was reluctant to undertake this new 
responsibility. However, Schrafft's agreed to supply Mu 
tual with the coffee service on a 60-day trial basis and, 
at that moment, a million-dollar business was born. 

On the 1955 anniversary of the coffee service, every 
Mutual employee received free morning coffee and pastry 
plus a box of candy, as a gift from Schrafft’s. 

There was good reason for the celebration, because it 
is estimated that Schrafft’s serving more than 
14,000,000 cups ofdesk-side coffee annually in the New 
York metropolitan area alone, and that this booming 
business is increasing every year.  Schrafft’s also now 
offers its morning coffee service to employers in Boston 
and Philadelphia and, in all three cities, a total of more 
than 500 firms subscribe. 


iS now 


These figures are impressive, but they are only a part 
of the national picture. According to the Pan-American 
Coffee Bureau, the coffee break, given its big initial impe- 
tus during World War II, is now observed daily by more 
than 36,000,000 workers in plants and offices, and the 
end is not yet in sight. 

The experience of the Mutual Life Insurance Co. of 
New York illustrates the reasons for this nationwide de 
velopment. Before it introduced desk-side coffee service, 
Mutual made a survey of the mid-morning habits of its 
staffs. The company discovered that about 800 people 
left the building for coffee and morning snacks. It was 
also discovered that, on the average, the employee was 
gone from his desk 15 minutes or more, which meant a 
loss of 200 working hours a day at a cost of $130,000 
a year. In addition, it appeared that many employees 
were likely to slip out of the office for coffee during the 
winter time without taking their hats and coats and con 
sequently they were likely to catch cold. It was found 
that a considerable portion of absenteeism was due to 
colds traceable to this cause. 

These factors were reviewed by ofhcers of the com 
pany, who also considered the reduction in worker fatigue, 
increased production and greater employee friendliness 
that a coffee service might bring about. After the study, 
company officials decided to inaugurate the service in 
1949, when Mutual moved into its new building at 1740 
Broadway. 

Today, Mutual reports the plan a complete success 
The medical director of the company has found that 
the health of the employees has improved, along with 
their morale, and the records of the personnel depart 
ment show that absenteeism has decreased 

Now each morning at 9:45 the stainless 
wagons, pushed by Schrafft’s waitresses, roll through the 


steel offee 
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By ARTHUR L. GALE 


Employees serve themselves in six ounce paper hot drink cups, pay 
the waitress and return to their desks in a minimum of time. Rolls 
and coffee cake are available. Disposable paper service keeps desks 
neat. 


halls and into the offices at the Mutual Life Insurance 


Co. The coffee is dispensed from large metal covered 
insulated containers with spigots The employees serve 
themselves in six ounce paper hot drink cups, chosen for 
Plenty of sugar 
is available and coffee cake 
For hot weather, wed coffee or iced tea ts 


maximum sanitation and convenience 
and cream 
purchased. 


offered in 12 ounce cold drink paper cups 


rolis or can be 


The work interruption caused by the appearance of 
the coffee wagon is brief. Employees serve themselves 
quickly, pay the attendant and return to their desks with 
the minimum of conversation. 

Other insurance followed 
notably, one of the largest in the United States, the 
New York Equitable Life Insurance Society which start 
ed employee coffee service in the fall of 1954 


cOmMpantes have suite 


Of the 7,000 employees of Equitable s home office in 
New York, about 4,500 take advantage of the availability 
of daily coffee. Twenty-four wagons are required for 
service, which 9:15 in the 
tinues until 10:30, as the wagons visit each deportment in 


Starts at morning and con 


succession In the larger office areas, employees are 
asked to avoid standing tn line and to wait to get their 
coffee until there are only one or two persons ahead of 
them Like Mutual, Equitable has that coffee 


service interrupts work only very briefly and that the 


found 


employees voluntarily discipline themselves 

Through experience with a wide variety of types of 
Organizations, including these large life insurance com 
panies, Schrafft's has found that desk-side coffee service 
for all employees does not ordinarily involve leaving a 
desk unattended for more and that it 
only takes 14 seconds for the average employee to serve 


than one minute 


himse If 
(Continued on 


15 


b 
¥ 
: 
| 
: 
ao 


1955 U. S. coffee imports 
of about 20,000,000 bags 
top 1954 but trail 1953 


United States coffee imports in 1955 exceeded those 
of 1954, but fatled to reach the level of 1953. Charles 
G. Lindsay, manayer of the Pan-American Coffee Bureau 
said in a year-end review of the coffee industry 

Mr. Lindsay reported that preliminary figures indicate 
total coffee imports this year will be approximately 20, 
000,000 bags of 142 pounds each. This compares with 
only 17,000,000 bags last year, and 21,000,000 bags in 
1954 

The prospect for the coming year is that there will 
he ample supplies of coffee in the producing countries to 
meet consumer demand, Mr. Lindsay stated 

In assessing the past year, he noted that there were 
favorable and unfavorable developments. On the plus 
side, coffee imports have been increasing gradually during 
1955, particularly during the last six months, he said 

The fact remains, however, that consumption has not 
kept pace with the population growth in the United 
States,” Mr. Lindsay declared 

Estimated per capita consumption of coffee in the 
United States for 1955 will be approximately 16 pounds 
of green coffee, a 9% increase over the 14.7 pounds in 
1954. This is still below the figures of 16.7 for 1952 
and 16.9 for 1953, although for the last six months of 
this year consumption has been at the 1953 rate. How 
ever, even in the best recent years, it has still been con 


siderably below the post-war pe ak in 1946 of 19.4 pounds, 
Mr Lindsay said 


| 


| 


ine CA Coffees 


He attributed the decline in part to the fact that the 
American housewife 1s brewing more cups per pound, 
resulting in a less satisfying beverag: 

Mr. Lindsay noted that December retail coffee prices 
1954 peak A 
good cup of coffee brewed at home tocay, before cream 
and sugar are added, costs the housewife less than two 


were down about 35 per cent from the 


cents,” he said 

Increased recognition of coffce’s importance to the 
economic and social welfare of the United States and 
Latin America was another positive development, Mr 
Lindsay stated 

Soluble coffee continued to grow as a factor in the 
market during the year, although the rate was slower 
than in previous years, Mr Lindsay said. It amounted to 
about 15% of the coffee market, he stated. 


Coffee gives you that “feeling 
of well being’, doctor states 


A Brooklyn, N.Y colle ge professor told a professional 
audience recently that he believed geod strong coffee was 
a boon to 900% of healthy human beings 

According to the New York avld Telegram & Sun, Dr 
Ralph Holt Cheny, a biologist said he had fed black coffee 
to generations of experimental rats--and to himself—with 
no ill effects whatever 

Addressing a mecting of the American Institute of the 
City of New York, Dr Cheny stated that coffee stimulates 
the heart. brain and muscles, and also gives “the psychi 


responses known as a fecling of well-being 


| 99 WALL STREET 


LEONIDAS LARA « SONS inc. 


NEW YORK 5, N. Y. 


Telephone: Digby 4-8777 Cable: 


NYLORENA 


Teletype: NY 1-3368 


| 4 
| | } 
= 
| | 
| | 
| = 
| = 
: | = = 
; | = 
| = — | 
| = 
| = = | 
= } 
— = | 
| 
| = 
== = 
| 
= = | 
= 
J = = 
= = 
1b COFFEES TEA NDU 5 The xy Fiala 


Lindsay McKiernan 


Coffee trade maps paths 
to progress at regional 
seminars on “rediscovery” 


The first of four Coffee Seminars sponsored by the 
Pan-American Coffee Bureau during January and Febru 
ary was held January 12th and 13th at the Hotel 
Roosevelt in New Orleans. The others are scheduled 
for January 19th and 20th, Hotel St. Francis, San Fran 
cisco; January 26th and 27th, Palmer House, Chicago; and 
February 9th and 10th, Hotel Baltimore, New York City 

Carrying the theme, “Let's Rediscover Coffee,” the 
mectings present a comprehensive picture of coffee, its 
importance as a commodity in Our cconomy its status as 
a beverage, and its future as an industry 

Sessions are open to all members of the coffee trade 
roasters, processors, green cotfee importers, equipment 
manufacturers, and the account executives of their adver 
tising agencies. There is no registration fee. 

Each company is urged to send its top executives, 
supervisory sales personnel, and advertising and promo 
tion people, Charles G. Lindsay, PACB manager, said 

The Seminar schedule calls for morning and afternoon 
sessions on the first day, plus a luncheon, late afternoon 
cocktail party and dinner, at which those attending will 
be the guests of the Bureau. On the second day, there 
is a morning session followed by a concluding lunch given 
by PACB 

The program includes information-packed reports, dra 


mats presentations and a new motion picture 


Opening session 

The opening Seminar session, starting at 9:30 A.M., 
hears a film talk by Senator Homer E. Capehart on the 
significance of coffee in inter-American trade and the 
importance to the United States economy of a healthy 
coffee industry. Senator Capehart ts a member of the 
Senate Foreign Relations and Banking and Currency 
Committees 

I. K. (Jack) Evans, consultant to the Pan-American 
Coffee Bureau, follows with a view of the “boom and 
bust” cycles that have plagued the coffee industry, and 
explains the economic forces that dictate coffee prices 

A full-color slide presentation on the growing and 
processing of coffee in Latin America ts next, followed 
by a timely discussion Coffee's Is Showing by 
Dr. James E. Wood, the Bureau's director of research 
Dr. Wood gives a full report on where the industry 
stands today covering the latest research information 
about family purchasing habits, cups brewed per pound 


! 


ps consumed per person per day, when and where 
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coffee ts drunk, soluble’s portion of the market, and 
coffee’s declining share of the U. S. beverage market 

The afternoon session, starting at 2 p.m. following a 
get-acquainted lunch, opens with two authenticated Case 
histories of roasters doing a thriving business based on 
high-quality blends 

This is followed by a stimulating new film, "The 
Challenge to America’, just released by the Joint Com 
mittee on Our Economic System, of the Association of 
National Advertisers and the American Association of 
Advertising Agencies 

Jack Evans returns to bring the challenge right back 
to coffee, as he outlines in a graphic presentation the 
opportunities for the cottec industry growth in an ex 
panding economy 

Concluding the first day is a review by the Bureau 
and the Coffee Brewing Institute of the forward-looking 
research being done both in Latin America and the 
United States to keep coffee in tune with changing times 

The dinner speaker 1s an authority on marketing from 
the area where the meeting 1s held 

A review of what PACB ts doing to increase coffee 
consumMptron 1s presented at the morning session the 
second day. Edward E, Van Horn, PACB director of 
advertising and promotion, explains the Bureau's new ad 
vertising concept and outlines the big new summer pro 
motion planned to help level out the hot-weather cottec 


slump 
Coffee in the news 


Gilbert Coburn, PACB director of publi relations, 
tells what is being done to improve the industry's re 
lations with its customers and points out the opportunities 
offered by a comprehensive public relations program 

Mrs. Ellen Saltonstall, PACB director of consumer set 
vices, shows how and why coffee is in the food news so 
often. She also discusses the scope of the Bureau's pro 
yram to create tomorrow's customers in the nation’s 
schools today 

The concluding speaker is John FP. McKiernan, press 
dent of the National Coffee Association, who summarizes 
the meetings in a discussion of the competition coffe 
faces, the danger of complacency, and the urgent need 
for the coffee industry to work together if cotfee 1s to 
hold its position as America’s favorite beverage 

Open discussion periods have been arranged after each 
morning and afternoon session to give time for que strons 
from the floor 

We hope those attending will enter into the discus 
sions, aS We want these Seminars to be a real exchanye of 


views for the benefit of everyone attending,” Mr. Lind 


say said 
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Says New Orleans gave 
coffee break to U. S.; 
began as “coffee recess” 


How did the coffee break begin 7 

The industry can thank New Orleans for this custom 
now a national tradition, according to an editorial in the 
limes Pacayuie 

Here's how the newspaper recalls this coffee-break his 
tory 

Just 25 years ago today (March 18th, 1955-—Ed.) this 
newspaper carricd a news story on the establishment here 
in New Orleans of a practice that has become a nation 
wide mstitution The ‘coffee recess, as it was called here 
at the time, or the ‘coffee break’ as it ts more widely 
known today 

Like a number of other New Orleans institutions, the 
cotfee recess for offices was imported As reported on 
the occasion, ‘the custom was brought to New Orleans 
from Brazil’ where an Orleanian ‘on a business trip was 
unpressed with the value of such a recess in office hours 
The custom of coffee in the afternoon has long been a 
regular part of business routine in’ Brazil Of course 
our own notion 1s that the fact Loutsianians on farms and 
in towns had been accustomed to cottce breaks for two 
centuries midmornings ind midafternoons helped to 
popularize this coffee recess in business hours 

At the first coffee recess in the offices of the Mutssts 
Shit ping Co., the manapver was quoted as belie ving 
that this chance for a break in the office routine, with its 


chance for relaxation and a few minutes’ social gossip in 


the office, will be productive of greater efficiency in the 
work of all of us and we hope that other New Orleans 
firms will adopt the custom. The idea seemed to ‘take 

As the nation’s number two importer of coffee, which 
is the number one import of New Orleans port, this city 
has undoubtedly contributed greatly to the consumption of 
coffee by pioneering the ‘break.’ ’ 


“Brown Gold’, by Andres Uribe 


now issued in second edition 
“Brown Gold—The Amazing Story of Coffee,” by Andres 


Uribe, ts now available in a second addition 

Mr. Uribe, widely known in the coffee industry, 1s United 
States representative of the National Federation of Coffee 
Growers of Colombia's representative on the Pan American 
Coffee Bureau 

Initial publication of “Brown Gold” created considerable 
stir within the industry, in Pan American circles, and among 
the public generally. Available copies have since been ex 
hausted 

The second edition includes a new chapter, “Coffee Comes 
of Ag which reviews the steps taken by producing 
countries in 1955 to achieve “relief from the erratic in 
stability which had dominated coffee commerce for cen 
turies 

Pointing out the circumstances which led to the formation 
of the International Coffee Bureau, Mr. Uribe declares the 
fundamental objectives were (a) to bring stability to the 
world's coffee market; (b) to bring security to coffee farmers 
and, (c) to provide maximum supplies of coffee at fair prices 


to the world’s consumers 


C. A. MACKEY & C 


Incorporated 


IMPORTERS - COFFEE 


ESTABLISHED 1914 


111 WALL ST. NEW YORK 


il 

O 

i 

= — —— 


the revolution 
in green coffee 


marketing 


By GEORGE A. MANDIS 


Part 8—Inventory planning 
through “on call” transactions 


The tollowing illustrates how a typical “on call” sales 
transaction would function between a coffee importer /dealer 
and a coffee roaster. This example is being repeated here 
without the mathematical symbols for the benefit of those 
not mathematically inclined 

Let us assume the case of a coffee roaster who customarily 
plans his raw coffee bean purchases on a full fixed price basis 
At best, he hopes that over a reasonable period his average 
inventory cost price will enable him to remain competitive 
Let us further suppose that the demand for roaster coffee 
has been slow for several wecks. The roaster has not been 
receiving many orders for his famous bag-packed blend. 
Nevertheless, the roaster has reason to believe that the de 
mand for his blend will soon revive. When this happens, 
distributors and retailers will want quick deliveries. Because 
of the recent slow demand and falling price tendency in 
the market, the roaster has allowed his inventory of the de 
sired types to drop. He fully realizes, however, that if a 
sudden demand revival occurs, he will find himself unable 
to supply his customers, considering the time which must be 
allowed for delivery of the raw beans to his roasting plant 
for processing, packaging, ete 

At this point, a raw cotfee importer, or spot coffee broker 
representing him, calls on the roaster and offers him the 
exact types of coffee he uses. Since demand from retailers 
for roasted coffee is still slow. and price softness 1s con 
tinuing in the raw bean market, the roaster 1s naturally re 
luctant to give a firm order for forward delivery. It 1s at 
this point that an “on call” sales contract can be made to 
the advantage of both the roaster and the importer or 
spot broke r 

Let us assume that the importer offers to furnish 20,000 
bags of Santos 4's for immediate shipment, or for delivery 
according to an agreed schedule. His particular offer 1s to 
supply the raw coffee beans at a price 500 points (S¢ per 
pound ) over the December futures price quoted on the 

lew York Coffee & Sugar Exchangy The 500-point 
differential 1s known as the ‘‘basis’ and includes proper 
allowance to the importer for his direct and indirect costs 


of delivering the coffec plus a re asonable profit Consider 
ing the current market, let us assume that the roaster con 


siders the basis offered a reasonable one. He 1s mindful 


JAR Y 954 


however, that before he actually sells the cottee in roasted 
torm, the price may have dropped several cents more per 
pound, He, therefore, is reluctant to fix the pre on the 
basis of today's market quotation, The importer /dealer 
therefore offers him the privilege of contracting for delivery 
of the coffee now at a price 500 points over the futures 
contract, with the privilege of setting the final price at a time 
when the roaster receives orders for his roasted blends, or 
when the roaster feels the market is “right.” 

The basis of 500 points on December was selected arbi 
trarily only to illustrate this method of buying. In actual 
practice, the “basis” 1s subject to negotiation between the 
roaster and the dealer, and might vary considerably from the 
500 points we used as an illustration, The author will ex 
plain more of the calculation of the basis in future articles 

In thinking through this proposition, the roaster reasons 
that he can immediately solve his forward inventory problem 
without actually pricing the cottee He will not have to fix 
his cost until such time as he knows the price at which he 
can sell his roasted product. In this way, the roaster reasons 
that he can always remain competitive with an assure d profit, 
without be ing particularly concerned about unusual Lyrations 
in the raw cotfee market. He therefore agrees to enter into 
a call sales contract with the importer on the basis offered 

The importer draws up the necessary contract and it ts 
signed by both parties The importer then instructs the 
roaster that, as he accepts orders from distributors /retailers 
for roasted coffee, he should “fx the price” on an amount of 
raw coffee beans which, considering we ght loss in roasting, 
grading, etc., will produce the weight of roasted coffee 
sold The price fixing operation IS CASY, and consists simply 
of buying-in the importer’s short hedge which he has pre 
viously placed in the December futures contract Vhe 
order to cover the short futures hedges may be given by 
the roaster in accordance with the terms and conditions of 
the buyer's call contract, The roaster instructs the importer 
to buy in X-contracts of December coffee futures for the 


account of the roaster, with the added notation that the 


transaction was the fixing price on call wiles contract 


No 

Let us assume that the price paid for th December tutures 
contract was 40.25¢. Thus, the total price paid by the 
roaster for the coffee in question becomes 45.25¢ (40.25¢ 
plus the basis of 500 points.) Since the sales price which 
the roaster received for his roasted blend from the dis 
tributor /retailer presumably was based on known costs of 
raw materials, overhead, ete on the date the transaction 
Was made, a merchandising proht 1S assured since the raw 
coffee was priced on that date Actual delivery of the 
finished product to the distributor/retailer might then take 
place promptly or at a liter time, upon an agreed whedule 
without further concern for price change 

The advantages of this method of pricing raw coffee for 
the roaster are obvious 

In the first place a profit on cach transaction 1s reasonably 
assured irrespective of what happens in the market place 
The roaster no longer must worry about week-to-week im 
portant changes in the cost of raw coffee beans. His risk 
1S narrowed to a possible change in the basis 

Secondly the roaster 1s able to accumulate inventory 4s 
space availability conditions permit In this way he can 
anticipate a peak demand ahead without, at the same time 
assuming a large risk of loss on his inventory 

In the third place, the call sales method of price-fixing 
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enables the roaster to remain competitive in the market at 


all times 

Finally, the roaster is not required to tie up large sums 
of money in idle inventory, thus limiting his need for 
working capital. There are other advantages to the roaster 
which space does not permit mentioning here 

Insofar as the importer ts concerned, his hedge in the 
futures market against raw coffee inventory or coffee afloat 
to him enables him to remain competitive in the market 
place at all times 
time as the roaster 1s ready to assume the price risk. As 


That hedge is not removed until such 


explained above, this does not occur until the roaster 
actually sells his finished product. Morcover, the importer, 
with a fully hedge inventory, finds it much easier to obtain 
financing of his purchases through banks and other lending 
Ape ncics 
The 


from the standpoint of all concerned commends it to your 


flexibility of the above method of pricing coffee 
serious study. Some roasters to this day are still paying 
off bank notes on high priced coffee bought during the 
past year, It ts important to know that the lower coffee 
price trend during the first quarter of 1955 has importantly 
cut into first quarter carnings of a number of food com- 
panies. If inventory reserves accumulated as prices were 
rising did not exist, the inventory losses obviously had to be 
made up elsewhere 

In addition to the above, the writer has worked out some 
other hedging details that could be of interest to roasters 
He has a planned financing technique that can be utilized 
by certain roasters as well, It is termed “public warehous 


mg.” This method of financing ts relatively cheap and per 
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mits a roaster to take possession of the coffee contracted on 
a buyer's call contract and move it to his processing plant 
without having fixed the full price. Under this arrangement, 
the importer/dealer will carry the hedged short position 
after the spot coffee has been released to the roaster, with 
the full price to be finalized (or fixed) by the roaster at 
such time as the selling price of his blend to distributor / 
retail outlets can be ascertained 
What more can we ask for? Under this arrangement 
which usually 
The mayor 


the roaster speculates only on the “basis,” 
represents a small fraction of the full price 
risk of price change has been eliminated 


Open-end dual contract awarded two firms 
for West Virginia's institutional coffee 


An open-end dual contract has been awarded to two com 
panies that will supply an estimated 300,000 pounds of 
coffee to West Virginia state institutions in 1956, Purchas 
ing Director Samuel T. Waller announced 

Winning bidders for the contract were the Dwinell 
Wright Co. and Standard Brands Inc. 

The contract makes it optional for the institutions to 
purchase, according to their tastes and needs, from either 
or both of the companies. 

Each company offers three grades of what 1s popularly 


termed “institutional coffee’’—the type normally sold at 


restaurants and hotels. 


Most institutions are expected to buy the coffee in paper 
bags in the 14-ounce, one-pound or three-pound sizes. 
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Solubles 


Industry cooperation helped 
bring solubles to high 
acceptability for armed forces 


There is nothing an American soldier, sailor or airman 
likes better than a good hot cup of coffee, according to 
the Chicago QM Purchasing Center. 

No matter where the member of the armed forces 
finds himself, one of the principal items of his daily dict 
is coffee, the Purchasing Center points out. From long 
before the Civil War, obtaining good coffee for the armed 
forces has been a prime mission for the Quartermaster 
Corps. With the coming of soluble cotfee, the way 
scemed clear to obtain a uniform and flavorful cotfee 
product that could be easily made by the individual 
soldier, sailor or airman without too much difhculty, 

The bringing of soluble coffee to its present high state 
of acceptability required a tremendous amount of tech 
nical study and cooperation, within the coffee industry 
and between the industry and the “using” elements of 
the armed forces. This development and cooperation 
has taken place primarily in the period since 1949. 

In 1949 only 9% of the coffee consumed by the civilian 
market was a soluble type, but all operational ration coffec 
for the armed forces was soluble. Soluble coffee has 
been a natural for the armed forces because of savings in 
space, weight and labor. However, back in 1949 the 
flavor of commercial soluble coffee left something to be 
desired, and the Quartermaster Corps was faced with the 
problem of writing specifications for soluble coffee that 
would assure the government an item at least as good 
as the average brand name product. 


Realistic standards 


This problem was presented to the QM Food and 
Container Institute for the armed forces, and in late 
1949, through the Research and Development Associates 
an industry task committee was organized for the pur 
pose of exchanging technical information on soluble cot 
fee and developing realistic standards for incorporation 
into a specification. 

On this committee were such leading soluble coffee 
experts as Charles Kaufman, Donald Mook, I. A. Striffler, 
and Dr. Lawrence Adkin. Dr. Kenneth T. Farrell repre 
sented the QM Food & Container Institute on the com 
mittee, 

At the outset it was agreed that small business should 
be included in the future plans of the committee, and 
other companies were asked to send representatives to 
the next meeting. The second meeting included George 
Harrison, representing his own company, Sidney Tischman 
from Sol Cafe, John Onfelt from American Home Foods 
and Frank Lanigan, replacing Mr. Striffler on the com 
mittee for Nestle 

The first project the group undertook was the develo; 
ment of a method for the evaluation of soluble cotfec 
flavor. Early in 1950 a large consumer taste test was set 
up at the Great Lakes Naval Training Station to determing 
(1) the acceptance level of commercial soluble coffee as 
used by servicemen under normal mealtime conditions 
(2) acceptance level with comparison to that of brewed 
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cottee; (3) acceptance of soluble coffee as it varies with 
the serviceman’s age or length of service; and (4) quality 
relationship among commercial, available brands of solu 
ble cottec 

The overall purpose of this taste test was to come up 
with the best possible type of soluble cotfee for the 
armed forces 

In addition to this extensive test at Great Lakes Naval 
Training Station, the QM Food and Container Institute 
sent soluble cotfee samples to all participating Company 


laboratories for the analysis of moisture, caffeine, reduc 


ing sugars and coffe quality Several meetings were 
held that first year and extensive laboratory and fie ld work 
was conducted by each of the committee members The 


final outcome of this work was the development of a mili 
tary specification for soluble coffee which included tor 
the first time a firm requirement and method tor testing 
flavor in the finished product Unitorm test require 
ments for commercial controlled tests of the end product 
were also specified The specifications were so written as 
to assure that technical and scientific advances made in 
the soluble coffee industry in the future would be in 
cluded in the military specifications, With only minor 
modifications, the specification developed in 1950 ts still 
in existence, and Is now th the process ot becoming A 
federal specification for all government agencies using 
soluble coffee 

The QM Industry Advisory Committee meets at least 
once a year under formal arrangements established by 
the Office of the Quartermaster General Since 1950 
other companies have joined the group including Fred 
Brown, of Holiday Brands, Ray Walter for General 
Foods, S. S. Mindel for Sol Caté, and a representative of 
Coffee Instants. Mr. Morrow was appointed to repre 
sent Tenco. Mr. Saul. from Beechnut, and Mr, Dahl 
of Baker Importing, were appointed to the commiuttes 
recently. Mr, Gillingham, director of quality control for 
Penndale, is currently awaiting approval of appointment 
to the committee from the Office of The Quartermaster 
General. 

The soluble cottee industry has developed i keen un 
selfish interest in the work of producing specifications 
for the best possible soluble coffee for the armed forces 
the Chicago QM Purchasing Center states. Attendance 
at all meetings is virtually perfect which reflect the tre 


Nestlés Hospitality Caravan, a specially built full sized cream col 
ored kitchen-trailer and matching station wagon, is being used for 
demonstrations at retail stores of Nescafé and Quik. The tour event 
ually will cover a large part of the U. S 
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mendous desire on the part of industry to cooperate with 
the government 

Dr. Atkin, of 
of Borden, are still active 
several members have participated actively for over five 


Donald Mook, 


committee and 


Standard Brands, and 


members of the 


ycars 


61°. of housewives use instants, says GCMI, 


urging grocers to tie in with promotion 


Grocers will have an opportunity to feature all brands 
of instant coffee when they tie-in with full-color page 
ads the Glass Container Manufacturers Institute 1s run 
ning in the February issues of McCall's and Ladies Home 
Journal 

This first industry promotion to help grocery merchan- 
disers identify their stores as “Instant Coffee Headquarters’ 
follows release of a recent national Consumer survey report 
ing an increase in Consumer pure hases of instant coffee in 
1955 

The survey on instant coffee, made by marketing 
economists Ford Sammis & Associates, revealed that in 
stant coffee was being purchased by 61% of all house 
wives in 1955, as against 52% in 1954 

Each week during February, GCMI suggests, grocers 
might feature an end aisle display of two different brands 
of instant coffee in glass jars 

Instant coffee packers, too, have joined the promotion, 
and colorful display material has been made available 
by them for local tie-in with the national ad and mer 
chandising program 

GCMI offers several selling ideas that can help grocers 
localize the national advertising and consumer publicity. 


In addition to the ad itself, which has been designed 
to be adapted for a display poster, related item displays 
are recommended, Grocers might mass-display instant 
coffee in glass jars with powdered milk, powdered cream, 
cube sugar, jams, jellies and preserves, and if brands are 
rotated weekly, it should help boost dollar volume 
Another instant promotion suggested by GCMI would 
combine one of the many instant coffees in glass jars 
end-displayed with a popular brand of instant cake mix 


Maxwell House to expand Hoboken, N. J. 


plant for increased instant output 


The Maxwell House 
announced plans to proceed with the construction of an 
addition to its Hoboken, N. J., plant facilities at Eleventh 
and Hudson Streets 

This expansion of the plant, which will take place in 
1956, 1s needed to meet the growing demand for Instant 
Maxwell House and Instant Sanka coffees, the company 


division of General Foods has 


stated 


Canetti heads export department for Sol Cafe 

Ernst Deutsch, president of the Sol Cafe Manufactur 
ing Corp., has announced the appointment of Albert R 
Canetti as manager of the export division. 

Mr. Canetti has spent over 20 years in the export and 
import field in Europe, the Far East and the United 
States. For the past several years, Mr. Canetti was with 
the Getz Brothers Co. of San Francisco, as manager of 
their New York division 

He has specialized in import and export to Austria, 
Switzerland, England, China, Java, Japan and Hong Kong 


San Salvador 
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Cable Address: 
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Choice of American Koasters 
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-COMPANIA SALVADORENA DE CAFE, S. A. 


El Salvador | 


Telephone Nos. 758 & 1632 
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Marketing 


advertising . . . merchandising . . . promotion 


Industrywide slogan 
offered coffee trade 
by PACB at seminar 


The Pan-American Coffee Bureau is making availble 


for use as an industrywide slogan its consumer-tested 


message, “There is nothing so satisfying as a cup of 
good cottee.” 

The offer of the Bureau's slogan was made in New 
Orleans by Edward E. Van Horn, PACB advertising man 
ager, during the first of the four two-day seminars being 
sponsored this month and next by the Bureau 

“There have been many comments and suggestions as 
to the need for an industry slogan that will do for the 
coffee industry what similar slogans have done for other 
industries,” Mr. Van Horn said “We think the tdea 
has much merit as a needed sales promotional technique, 
and we urge its serious consideration by all companies 
in the industry.” 

He outlined three reasons for suggesting the Bureau's 
slogan as the most likely onc 

| Because of its general nature, it ts applicable to all 
coffees, 

», During its use by PACB for a number of years 
it has gained a certain amount of public acceptanc« 
which a band-new slogan would take time to achieve 

3 Last summer, the Bureau's advertising age ney te sted 
the slogan against several others and consumers 
chose it by a two-to-one margin 

Noting that variations of the wording have been used 
in the industry, Mr. Van Horn said PACB believes that 
one slogan, agreed upon and widely promoted by the 
industry, could become a major factor in greater con 


sumer recognition of coffee and in achieving increased 


sale 


NCA sets goals for 1956 program 
of public relations for coffee 

Plans have been mapped by the public relations advisory 
committee of the National Coffee Association for the 
organization's 1956 public relations program 

Some of the projects include a stepped-up schedale of 
photo-feature Sstorics, press and radio re leases. participa 
tion in women's club conventions, and a publi relations 
guide 

For youth and teenagers, an educational Comic type 
booklet, “The Story of Coffee,” will be produced 

A movie about the United States coffee industry is also 


under consideration 
These basic vehicles will accomplish NCA’s overall ob 


jective of selling the consumer ov coffee, in order to sell 


More coffee,” the association declared 


Borden’s expands its drive 


for Rich Roast Instant 

Rich Roast Instant Coffee has been introduced in the 
New York City and northern New Jersey areas by the 
Borden Co., backed by “one of Borden's largest ad 


drives.” 
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The cotfee, which replaces Borden's former product 
has already been launched successfully in New England 

It is backed by an introductory ofter This ts i the 
form of a twin pack of two-ounce jars of Rich Roast 
With each two-ounce jar purchased at the regular price 
consumers get the second jar for 10¢. Retailers keep the 
10¢ for the second jar, plus their regular profit on the 
first 

Borden's former instant was picked up trom retatlers in 
the New York and New Jersey areas at full value, as 
quickly as the new instant was delivered 

Ben Potter, Borden's product manager who announced 
the new product said that the new coffee “is the result 
of one of the most intensive product development and 
consumer-testing efforts ever devoted to any food pro 
duct.’ Before the product Was perfected Borden's made 
a total of more than 100 production runs and, over a two 
year period, more than 17,000 taste tests 

Jim Nash, who designed several packages for othet 


Borden products, designed the label for the new product 


Advertising plans include newspapers IV. radio, out 


door ads and transit advertising 


Coffee, tea packers invited to 10th 


point-of-purchase exhibit, symposium 

National advertisers and users of pornt-of-purchase 
material, including coffee and tea packers, are invited to 
attend the Point-of-Purchase Advertising Institute's tenth 
annual symposium and exhibit, to be held April loth 
12th, 1956, at the Hotel Sheraton-Astor, New York City 

Carl Bergmann, of Palmer Associates, New York City, 
is the POPATL Symposium chairman, Over 15,000 atte nd 
this event each year 

The three-day exhibit will have over 100 booths fea 
turing the latest in all types of in-store and window 
displays involving light, motion, color and sound. These 
displays will include lithographed signs, displays made 
of plastic, sheet fabricators and molded plastics, cor 
rugated board paper sculpturing metals wire plywood 


plass, silks reen, cnalne led metal decal omanias and wood 


Nestle distributes ten-foot high 


display for point-of-purchase 

The Nestle Co. has distributed “Mr. Stilts Lb spectacu 
lar, ten foot high point of sale display plece, it was an 
nounced by the company 

Dressed in formal morning clothes with a shiny topper 
gleaming on his head and spats covering his shoe tops 
Mr. Stilts wears a broad smile and carries a red, white 
and blue OVCL his shoulders 

Mr. Stilts can be used to promote sales of inhy Nestle 


product, including instant cottee Since has change 


able 


Walking coffee bars in Prague 


White-coated one-man walking coffee bars’ have be 
gun selling hot drinks to evening | issers-by in Prague 
streets, according to a report by Khalid Askary 

Eac h man Carries on hi back an aluminum container 
with 12 liters of hot water and a tray of cups in front 


with a tap for serving black coffee or tea 
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vaculator 


COFFEE MAKER 
does the rest 


This is it! A push-button auto- 
matic coffee-maker that costs you 
less to own. . . less to operate .. . 
and aext to nothing to install! 
No expensive wiring. No costly 
plumbing. Just PLUG IN the 
amazing new Vaculator Brew- 
MATIC to any convenient 7/0 volt 
A-C outlet and connect it to any 
cold or hot water line. Presto! 
You're in business with an auto- 
matic coffee-maker priced $160.00 
less than any other. Touch a 
button and BrewmatTic 
brews ‘4 gallon of superb 


coffee in minutes. . . fills 
the decanter . . . shuts itself 
off . automatically! 
brewmatic 
MEASURES 


the water... 


brewmatic 
BREWS 
the coffee... 


brewmatic 
FILLS 
the decanter 


plug in 


fo any 110-volt 


outlet... 


and BREWMATIC costs you less! 


See Your Dealer or Write 


311 N. Desplaines Street 


Chicago 6, Illinois 
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Coffee industry welcomes 
Brazil’s president-elect 
on visit to United States 


The coffee industry of the United States and representa 
tives of producing countries welcomed Dr. Juscelino Kubit 
schek de Olivera, president-elect of Brazil, when he visited 
this country in January 

Dr. Kubitschek was guest of honor at a luncheon at the 
Waldorf-Astoria sponsored jointly by the National Coffee 
Association, the Pan-American Coffee Bureau, the Pan 
American Society of the United States and the American 
Brazilian Association 

Brazil's new president, chosen in the elections of Ox 
tober 3rd, 1955, will be inaugurated on January 31st 

Joao Goulart will also take office then as vice president 

Dr. Kubitschek met at Key West, Florida, with President 
Eisenhower, before going ot Washington, D.C., for con 
ferences with other government officials, and to New York 
for other meetings and the jointly sponsored luncheon 

His mission is both goodwill and economic. The invs 
tation was extended to him in behalf of the United States by 
Chargé d Affaires William C. Trimble 

After leaving the United States, the president-elect will 
Hy to Europe, where he will visit the capitals of France, Italy 
and West Germany. There he 1s expected to see leading 
economists and financiers with a view of expanding the 

capital now available to Brazil, in order to put into motion 
his detailed economic program 

For his national campaign, Dr. Kubitschek offered the 
voters a “Transportation” and “Nutri 
tion 

Juscelino Kubitschek, to use the name by which he ts 
| better known in Brazil, comes from inland state of Minas 
Gerais, where he was born in 1902 

He took his M.D. at the Medical School of Minas Gerats 
}in 1929, and three years later became a member of the 
| medical corps of the Minas Gerais State Military Force 

As so often happens in Brazil, the physician is regarded as 
a man of public distinction, and political preferment comes 
his way. Dr. Kubitschek became mayor of fast-growing 
Belo Horizonte in 1940 

His popularity in this post contributed to the election 
success which brought him the governorship of the State of 


Minas Gerais in 1950. 


/PACB ad wins certificate 


An advertisement in the current “Coffee Break’’ series 
sponsored by the Pan-American Coffee Bureau has been 
awarded the Certificate of Excellence of the American 
Institute of Graphic Arts. 

The award was made in recognition of fine craftsman 
ship in the advertisement, one of the Fifty Advertisements 
of the Year selected by a jury for the national exhibition 
of Design and Printing for Commerce, 1955. 

Singled out for the honor was the advertisement, A 
Rookie Warms Up With a “Coffee Break,”’ which showed 
a pensive, rain-spattered police rookie sitting at the 
counter of a neighborhood diner, resting from the rigors 
of his new lonely beat with a cup of hot coffee 

The advertisement appeared in both the November 
29th, 1954, issue of Life and the January 28th, 1955 issue 
of the Saturday Evening Post 
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On the menu 


developments among public feeding outlets 


Taste tells in CBI 
brewing demonstration 
at caterers’ gathering 


Tasting was believing for the more than 130 Tulsa, 
Oklahoma, stewards and caterers who attended a coffee 
brewing demonstration by Robert E. Bappert, Coffee Brew 
ing Institute field research director 

They unanimously preferred coffee brewed according 
to CBI methods, rather than their own procedures 

The meeting was sponsored by Cain's Cotfee Co. Or 
ville Cole, Cain vice president, acted as chairman 

Before the demonstration, Mr Bappert determined 
from the stewards and caterers the average formula which 
they used in making coffee. He then brewed coffee in 
this manner—-one pound of coffee to two and a halt 
gallons of water, with one and a half gallons of coffee 
repoured through the grounds 

Mr. Bappert then made coffee according to CBI's recom 
mended procedure—-one pound of coffee to two gallons 
of water. In his commentary accompanying the demon 
stration, he highlighted the importance of cleanliness, 
correct formula, grind, time, temperature, fresh filter and 
more uniform leaching. He pointed out how the proper 
relationship of these factors produces a good finished 
product 

The stewards and caterers were invited to sample each 
brew. This produced the unanimous opinion that the 
CBI's brewing method was best 

Typical comments were “There's a difference like 
night and day”; “The CBI coffee has a lot of flavor, but 
no bitterness’; “This clears up a lot of questions I've 
always had about coffee.” 


Restaurant business is big 


and getting bigger: Nejelski 


Today's $16 billion restaurant industry, an increasingly 
attractive market for food and equipment manufacturers, 
will use new methods of promotion, new equipment, and 
new pre-portioned and pre-prepared food products to 
overcome increasing overhead and labor costs 

By 1957. while population increases 359%, cating away 
from home wili increase 125% to an annual volume of $35 
billion. 

This forecast is made by Leo Neyjelski, president of the 
management counseling firm of Nejelski & Co. and ex 
ecutive vice president of the Institutional Food Manu 
facturers of America, in an article in Restanrant Management 
magazine based on studies his firm has conducted for 
a number of clients 


Portable coffee urns now available 
in electrically heated models 


New electrically-heated versions of the gas-heated Tri 
Saver, Jr., and Sealweld, Jr. coffee urns are now available 
from S. Blickman, Inc., Weehawken, N. J 

Electric operation makes these urns ideal for coffee 
brewing at any location, the company points out. They 
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can be used for cotfee breaks in teachers’ lounges, physi 
cians’ or nurses’ rooms in hospitals, at church of other 
party functions, by commercial or industrial organizations 
with large ofhce staffs, and in bars, taverns, diners, of 
lunch rooms having limited kitchen facilities 

The urns provide their own hot water supply in. sut 
ficient quantity to assure Maximum Capacity for cottee of 
tea. 

There are two standard sizes: three gallons of cottec 
with five gallons of water, or five gallons of cottee with 


eight gallons of water 


Develops instant form of matte 

Brazil is hoping for a big market for one of tts ex 
ports, matte, long considered an ideal hot beverage in 
Brazil 

Reason for new hope for the old product, which has 
never made much headway in the United States, is the 
development of an instant matte 

The next step should be a pilot plant, reports the 
Brazilian Bulletin 

The new, hot matte product ts a powder which has 
heen pre-brewed, then dehydrated and conveniently 
packaged for spooning into the cup 

Hot matte may be taken with cream and sugar, either 
or neither 

In the forefront of this long sought development has 
been Dr. Francisco Medaglia, director of the Brazilian 
Government Trade Bureau in New York. His efforts 
have been encouraged by Dr. Reginaldo Lemos Sant’ Anna, 
of the Brazilian Department of Industry and Commerce, 
and by Candido Mader, president of the National In 
stitute of Matte, in Rio de Janeiro 

The scientist who solved the problem ts Dr. Bernard 
Chievo, a research consultant of Bloomfield, N. J., and 
his staff 


Guatemala hit by drop in coffee values 

Guatemala’s cotfee exports during the 1954-55 season 
that ended September 30th paid the highest taxes in 
Guatemalan history. But the drop in their total value 
has seriously affected the country’s foreign trade position, 
it has been reported 

Official figures for the 1954-55 season reveal coffee 
exports of 1,161,380 bags (142 pounds to the bay) at a 
total value of $68,265,942 On these, a total of $21, 
322,944 in export taxes was paid 

The 1953-54 season had exports valued at almost $80 
000,000, which paid export taxes of little more than 
$15,000,000, The drop in the value of coffee exports 
was the principal reason for a drop of more than $10, 
000,000 in total exports for the first six months of 1955 

One of the main causes of the rise in coffee taxes ts 
the special export tax of $3 4 hundred pounds imposed by 
the Government last year to finance expenses prowing 
out of the anti-Communist revolt of June, 1954. This 
tax affected only the 1954-55 season 

Guatemala has announced a new tax of $2.50 a hundred 
pounds on coffee exnorts in the 1955-56 season to hel 


finance a new rural development bank 


Vinik named ad manager for Webb 


Gene S$. Vinik has been named advertising manayer of 
the Thomas J]. Webb Coffee Co., Chicago 
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Crops and countries 


coffee news from producing areas 


Changes in crop financing 
suggested to Brazil’s Camara 
by Coffee Institute head 


The Cotfec 
Paul (;uzzo, has presented a memorandum to Finance 
Minister Mario Camara 
financing policy, it has been reported 

Dr. Guzzo 
him by planters and the trade in Sao Paulo 

Asked whether the draft 
pested Dr declined to 

Ihe single draft 18 a measure suppested by Santos and 
Sao Paulo cotter 
wovernment a flat sum for cach bay of coffee exported 
type 
The sum suppested by the Rio de Janeiro coffee trade 
S. dollars per 60-kilo bay 


which the ex 


president of the Brazilian Institute, Dr 


suggesting modifications in crop 


said the changes were those supyested to 


single had been also sug 
comment 


interests Exporters would pay the 


evardless of style or beverage quality 
was the equivalent of 45 U 


in the form of a draft in the currency in 
Ihe remainder of the 
change carned could then be free market 

Brazilan Cotfee Institute had 
taken measures to stop irregularities in the registration 


of cottec 


port to be made foreiyn 
sold on the 


Dr. Guzzo said that the 


shipments which facilitated under billing and 


of considerable amounts of 


robbed — the 


foreign exchange 


thus treasury 


would continue to take all meas 


He said the Institute 
ures necessary to maintain the equality of ports and pri 
vent coffee from one port being shipped through another 
as an inferior grade 

Santos exporters continued to complain that Sao Paulo 
coffees are being shipped through Rio, registered as Rio 


bille d at 


yrade coffees and those minimums, it was re 


ported 
Parana trees recovering more slowly 


than expected from frost damage 


Recuperation of Parana trees hit by the frosts and 
consequently, the size of the crop, would lag behind 
original expectations, since the damage was greater than 
originally supposed, according to the Brazilian Cotfee 
Institute 

A report published by the Institute said that a total 
of 624,579,983 trees were damayed, ranging from slight 
damage to severe. This ts 76.45 percent of the trees in 
that 

The worst damage was in the so-called 
where most of the coffee is grown and which includes 
such sectors as Londrina, Apucarana and Maringa. 

The report said that the Institute had verified that the 
trees had not recuperated from the effects of the frosts 
as well as they had after the frosts in 1953 This, they 
said, was due to the subsequent drought 

The report said that the trees not severcly damaged 
satisfactory crop in 


state 
new zone’, 


would produce an ‘economically 
1957/58, while those severely damaged would take from 


two to three years to produce satisfactorily 
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While it is impossible at this stage to give an exact 
estimate of the next crop (which starts in June, 1956) the 
report pointed out that “if we establish a parallel he 
tween the consequences of the frosts this year and thos¢ 
of 1953, we may conclude that the next crop will be ap 
proximately 50% of that after the first frosts. In 
of this and the fact that 1954/55 production was 1,336, 
544 bays according to registries in the ports (this makes 


( rop (1956/5 


it the exportable crop), the next 7 should be 


in the neighborhood of 650,000 bags, exportable 


American Congressional delegation 


visits Santos Associaco Comercial 


The delegation of United States Congressmen 
visited Brazil recently learned firsthand at the Associacao 
the for price 


who 


Comercial de Santos about reasons cottec 


levels 

Then Congressmen included Charles B. Hoeven, lowa; 
Harold Lovre, South Dakota; and Ralph Harvey, it ts 
reported by Octavio Veiga, COFFEE & TEA INDUSTRIES cor 
respondent 

Othcials of the Comercial explained that most of the 
money the United States pays Brazil for its coffee is re 
turned as payments for imports of fertilizers, irrigation 


equipment, agricultural machinery, ete 
The Congressmen were luncheon guests of the Co- | 


mercial. 


Colombia's coffee exports in 1955 


topped year before, report shows 


Colombia exported 5,866,908 bags to world markets 
in the calendar year 1955, a gain of 113,088 bays ove! 
the previous year, according to figures released by Mr 
Manuel Mejia, president of the National Federation of 
Coffee Growers of Colombia 

Of the total exported the bulk moved to the U 
1,699,586 bags. 

European countries absorbed 968,298 bays, Canada and 


other western hemisphere countries, 199,024 
Internal consumption in Colombia was estimated by Mr 


Mejia at 750,000 bags 


Dr. Pedro Segnini elected president 


of FEDECAME, now under new name 


Dr. Pedro Segnini, of Venezuela, has been elected 
president of FEDECAME, the Federacion Cafetalera de 
America (Coffee of America), formerly the 
Federacion Cafetalera America-Mexico-El Caribe 

Named alternate president was Mario Henriquez, also 


Federation 
Centro 


of Venezuela 


Elected vice president was Dr. Evelio Jacomino and 
alternate vice president, Pablo Ortega, both of Cuba 


The secretary Briceno, with Juan Manuel 


Rappaccioli as alternate both of Nicaragua 


is Cristanto 


Opens new branch on Ivory Coast 


The Société Générale has opened a new branch at 


Dimbokro, on the Ivory Coast, it has been announced 
by H. E. Blanchenay, manager of the New York agency 

Dimbokro is an important center in the heart of the 
cocoa area, Mr. Blanchenay said 
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BYRNE, DELAY & CO. 


104 FRONT ST., NEW YORK 5, N. Y. 


Cottee 


Agents for Reliable Shippers 


in Producing Countries 


Specializing in: 


| BRAZILS 


COLOMBIANS 


VENEZUELANS 


| Drip Olator URNS 
BETTER COFFEE MAKERS 


Restaurants 
Cafes 
Lunch Counters 


* 
* 
Churches 
* 


Clubs 
Private Homes, or wherever 
large quantities of delicious 
brewed coffee is 
desired 


Process. 
No-Drip Faucet. Three way | 
switch, 110-120 AC and 


THE Oaly 
ENTERPRISE Enterprise 
ALUMINUM COMPANY 
Drip-O-lator 


Massillon, Ohio 
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Says coffee stimulates 
growth of all America, 
aids U. S. prosperity 


Latin America is a continent on the march and its fast 
paced growth is paying big dividends to the prosperity of 
the United States, it is emphasized by the Otis McAllister 
Letter, issued by the green coffee distributing firm said to 
be the world’s largest in the field 

‘Our biggest customer, Latin America is unquestionably 
the fastest growing market in the world,” the house 
organ declares, “Their import capacity is today more than 
five times what it was before the first world war. In 
the last ten years it has almost doubled and is increasing 
at the fastest rate in the world. Economists predict that 
by the end of the century Latin America’s population, now 
growing at double the rate of the rest of the world, will 
number 600,000,000 or twice the combined population 
predicted for U.S. and Canada 

Coffee builds markets 

“Over $2,500,000,000 of U.S. equipment, supplies 
and materials alone were sold to Latin America last year 
In 1975, when population will be 275,000,000 people, 
with even greater wants, this market will be buying 
$7,000,000,000 from the U.S.” 

Coffee, more than any other commodity, has helped 
ignite the blaze of economic expansion to the South, 
according to Otis McAllister. Coffee represents almost 
half of Latin America’s total export trade. For some 
countries the percentage is higher—-over 80% in Colombia, 
El Salvador and Guatemala, and over 70% in Brazil. In 
these countries coffee is the principal employer 

A large proportion of the population ts occupied 
cither in the growing or preparation of coffee and their 
standard of living depends in large measure on the rela 
tive prosperity of the coffee trade, the letter emphasizes 

‘The world’s increasing conscmption of coffee built the 
modern cities of Medellin and Sao Paulo, the preat ports 
of Santos, Cartagena and Barranquilla, as well as hundreds 
of miles of railroads, highways and thousands of bridges, 
schoels. hospitals and public buildings.” the letter points 
out “It has helped to develop urban industrialism, 
financed governments. Tens of thousands of formerly 
landless peasants now till their own farms 

Stable price 

Latin America has a consuming ambition to develop its 
maynificient resources and to raise the standard of living 
of its people in the shortest possible time It lacks 
capital and must rely on current income to obtain the 
capital goods and equipment it needs. That current in 
come must be obtained, in large measure, in a good 
many countries, from coffee. Their interest in a fair 
and stable price for coffee is therefore understandable 

They must be encouraged to produce at a profit, suf 
ficient coffee to satisfy the needs of the growing popula- 
tion of the U.S. which by 1970 ts expected to number 
180,000,000, This will require roughly 15% more coffee 
than the world produces today 

Foreign trade has often been referred to by many as 
a “drop in the bucket” in the total activities of the U.S 
economy, Otis McAllister declares, and adds that nothing 
could be further from the truth. In 1955 U. S. export 
and import of goods and services will probably reach an 
all time record of $36.8 billion, according to estimates 
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of the National Foreign Trade Council 
than gross farm income which is now running at $33 billion 

"Cotfee also supports a $2,500,000,000 business within 
the United States,” the letter states. “As the most wide 
ly merchandised beverage, coffee employs over 15,000 
salesmen. It accounts for $50,000,000 a year in adver 
tising hundreds of thousands of premiums. It helps sup 
port the dairy and sugar industries which depend on the 
millions of consumers who flavor their favorite beverage 

Millions of cans, jars, cartons, labels are produced for 
coffee. Within the industry which processes, ships, dis 
tributes and sells coffee at the wholesale and retail level, 
nearly 100,000 Americans depend for their weekly salary 
check on the continued flow of Latin America’s great crop 
to the United States 

The economic renascence of Latin America has a strong, 
far-reaching impact on the economy of the United States, 
Otis McAllister emphasizes As our imports of coffe: 
and other commodities have increased, Latin America’s 
purchases from the United States have likewise expanded 
In the past 5O years, they have grown more than twice 
as fast as any other U.S. export market 


Japanese coffee companies 
show “Key of Love”, movie 
aimed at boosting volume 


“Key of Love,’ a movie designed to increase coffee drink 
ing in Japan, was previewed recently in Yamaha Hall, 
Ginza 

The movie ts jointly sponsored by Kimura Sangyo, lead 
ing green coffee importers, and its two affiliated companies 
Kimura Coffee, manufacturers of Key Coffee, and Kimura 
Shokuhin, which deals in general foods 

On hand for the preview were diplomatic representatives 
ot coffee producing countries, it is reported by Kishichi 
Komiya, of the National Coffee Association of Japan 

Also present were fe presentatives of foreign COMpanies 
doing business with Kimura, such as The East Asiatic Co 
and the Rotterdam Trading Co., as well as executives of 
Japanese firms, including Tokyo Food Products, Datichi 
Bussan and Toyo Menka 

S. Nakamura, managing director of Kimura Sangyo, wel 
comed the audience of more than 600. 

First a movie was shown on coffee production in Brazil 
and Colombia, and its export to markets abroad 

Then came the presentation of “Key of Love,” which tells 


the coffee message in the story of a young couple who worl 


out their problems to a happy end 


Dutch industrialist plans synthetic 


This lar ge r 


A Century of Service... 


PRIVATE LABEL BLENDING, ROASTING, PACKING TEA BAG PACKING — 
TO SPECIFICATIONS VACUUM TINS, 1-L8. PAPER BAGS, RESTAURANT 
PACKS, 2 AND 4 OZ. INSTANT 


( omple te service available supplying vreen collee, roasting to 
your specifications blending to your standard packing under 


your label Samples of your cotter rate hed and prices quoted, 
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Makes retailers more 
willing to feature 


coffee manufacture for export markets 


A Dutch industrialist says a factory now being built 
in Zoetermeer. The Netherlands, will turn out synthetic 
coffee beans you can't tell from the real thing, according 
to an Associated Press report 

Bernhard Brinkers, 59-year-old dairy company president 
made the announcement but declined to say what raw 
materials would be used tn making the ersatz beans. He 
told reporters beans will be manufactured instead of cof 
fee powder because people prefer beans 

Mr. Brinker said initial production will be reserved 
for export, and the price will be considerably below pres 
ent world coffee prices 


increase whole 


Write for infor- 
than 


mation on how you can use 
GRINDMASTERS to greatly in- 
crease sales of your bag packed 
whole Lean coffees. 


815-827 West Market St. Louisville 2, Ky. 
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practical shortcuts to efficiency 


(Continued from page 11) 


tip, 


tains its stocks of frozen concentrat: The glistening 
prospective 10 


white boxes are ample assurance to the 
cation owner that Coffee, Inc., will never run out of con 
| centrate when it is needed and likewise, impresses the 


customer with the care taken to maintain proper tem 


pe ratures 

Another and equally important factor in everyday busi 
ness ope rations which never fails to draw interested com 
ment is the “invisible file’ on the rear wall of the main 
tenance room. Here. in four vertical rows, Coffee, Inc 


uses clearly identified six by nine inch vellow cards to 
The four columns 


indicate every location in the city 
are cach headed by the name of the route man in charge 
of that particular route and the name of the spot 1S hand 
printed in green letters, one inch high. A red bar on the 
card identifies it as a “daily stop’ location, which of 


course, singles it out automatically for constant attention 
} y 


Location details 


Entered on the surface of each card are all detatls about 


each location, including the number of machines, their 
serial numbers, type of location, the service time preferred 


by the local ownership, personal facts about the location 


owner which may help in approaching him, and in fact, 
CVCry bit of data which can aid the service man Because 


S. A. SCHONBRUNN & CO., INC. of the large letters used on the cards, the secretary in 
77 Water Street, New York, N. Y. the front office can locate the proper card at a glance, 
without leaving her desk, quickly locate the wanted in- 
formation and relay it over the telephone This counts 
most heavily, according to Mr. Yount, in cases where the 
ervice man on a particular route cannot be reached dur 


ing an cmergency. It is a simple matter to switch the 
nearest route man over to the service call or repair job, 
with all the necessary information quickly located and 


relayed to him from the big wall file 


The third room, or “‘sanitation department,” carries 
probably the most effective impression of all on the 
prospective location owner. Here, Mr. Yount has ‘gone 
all out" in creating an efficient set up for washing, scour 
ing, and sterilizing all of the containers and parts which 


are used in coffee concentrate vending. The number one 


feature is the row of four galvanized metal sinks, which 
extend the full length of the left wall of the room. All 
of duplicate size. with separate taps the four sinks are 
backed up by a towering panel of galvanized metal which 
extends to four feet above their level, against which 


are mounted a series of hooks so that all containers and 


parts pertaining to a separate individual machine can be 


hung separately and treated as an individual entity in the 


processing operations 

The sinks. like all other facilities in the rear room are 
built around Mr. Yount's most unusual efficiency develop 
ment, which is a series of 60-odd heavy wire baskets which 
the Denver operator purchased from a local dairy and 
adopted to vending machine operation The baskets are 


long, rectangular types designed to accommodate 24 


quarts of milk in rows of two and because of their con 
venient size, each can literally accommodate all of the 
sugar 


containers necessary for coffee concentrate, cream, 
etc., plus accessories for from three 


souy s, hot chocolate 


{ 
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to five machines The baskets, of course, are an easily 
handled ‘package’ which the route man can Carry as 4 
unit. turn in for cleaning as a unit and reload into his 
truck, all in a single motion 

To make this possible, each of Coffee, Inc.'s four de 
livery units has been equipped with hooks entending the 
full length of either sidewall of the trucks, into which 
the baskets hook. Thus, the process of loading for a day's 
service Operation consists simply of selecting the proper | 
number of wire baskets (which, incidentally, are sterilized | 
with scalding water along with the containers) hooking | 
them in ladder-like fashion along the walls of the truck, 
and removing them one at a time at cach location, to 
insert fresh concentrate, cream and sugar containers, while 
the exhausted units are sly ped into the same basket 

A broad table, ten feet long by 5 feet wide, opposite 
the sink serves as the repository for all containers and 
baskets brought in. These are elaborately cleaned in 180 
degree water in the sink, air dried and then racked neatly 


abinet, covered with sliding doors, low ated 


ina huge gray 
on the left front wall of the sanitation room. Each row 
of the pegs on which the baskets are hung represents onc 
of the staff of four service men, and for loading, the route 
man simply selects the baskets on his pegs, tor immediate 
transfer to the truck. In this way, the stainless steel con 
tainers are kept imma ulately clean and most important, 
they are not exposed to dust, splash or other clements 
in any point of the cycle from the sink to the truck in 
terior. As can be readily seen, these facts impress them 
selves at sight on visitors, and any prospective client 
1S automatically aware that Coffee, Inc., goes to unusual 
lengths to insure that its product Is Super-sanitary 

Operator Yount has used equal inventiveness in setting 
up route service schedules which call for a minimum 
amount of “back-tracking™ or cross-calls. His bookkeep 
ing systems, equipment replacement schedules and pro 
motional progyrams are all equally well planned 

For example on obtaining a new location Yount s 
first step is to send a uniformed demonstrator around tor 
the first day, whose job is to explain the machine to tts po 
tential customers, and to serve free cottee for the entire 
day. A bright red sign, lettered in yellow, explains the 
free coffee coming up for s veral days in advance of the 
installation of the machine, to build up curiosity The 
sign extending the invitation has a cut-out slit, into which 
small, narrow signs, lettered individually with each of 
the seven days of the weck can be slipped 

Posting this sign at the point where the coffee vendor 
is to be installed, Mr. Yount 


a lot of “advance interest which insures that from the 


an count on building uy 


first day on location, the machine will be making profit 


able sales 
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Donald Stewart elected president 
of Chicago Coffee Club for 1956 


Donald R. Stewart, of Stewart's Privat Blend Coffee Co 
has been elected president of the Chicago Coffee Club for 
1956 

Alex MacNaughton was named vice president. He was 
formerly treasurer of the organization 

Robert Swanson, of Swanson Bros., was elected executive 
Vice president Mason © Tilden was named treasuret ind 


Carl B. Strom was reelected secretary 
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Premiums 


GMA issues study of coupon 
promotions; answers to 
handling problems suggested 


SUIVCY of manu 


A report on an intensive yrocery 
facturers Coupon promotions has been made public today 
by Paul S. Willis Manufacturers of 
America, Inc 

The GMA study had two mayor purposes 


out everything possible about what happens to coupons 


president, Grocery 


first, to find 


from the tune they are distributed by the manufacturers until 


they are redeemed from the retailer; second, to analyze 


these findings in order to suggest how manufacturers 
can simplify their Coupon promotions to make them easier 
for distributors to handle, and how grocery distributors 
can improve the efficiency of their own coupon handling 
methods to reduce time and labor requirements and there 
by lower handling costs 

The study makes a number of specific recommendations 
is applied to both manufacturers and distributors. If 
these should substantially reduce the 


handling coupons, GMA 


put into prac tice 


ery 
said 


distributor's cost of 


The study indicated that the prevailing attitude among 
grocery distributors toward coupons was generally favor 
able. Distributors appreciate the fact that coupons pro 
vide additional moncy for purchasing more groceries and 
that coupon promotions bring customers into their stores 
Objections to coupon promotions were chargeable to 
handling difficulties, not to Coupon promotions as such 

While the original idea behind the study was to find 
out how much it costs distributors to handle coupons, tt 
quickly develops that because of so many variables, there 
is no such thing as a meaningful average coupon handling 
The size and physical type of coupon, distributors’ 
methods 


cost 
methods of nufacturers’ 
of distributing and redeeming coupons, and the number 


all of these factors have 


processing. COUPONS 


of coupons of a particular offer 
an important bearing on the cost of handling 

Whatever the handling costs may be in the individual 
study showed that the cost of handling 
substantially reduced if manufacturers 


instance the 
coupons can be 


and procery distributors will each do certain things 


As it applies to manufacturers, the report recommends 
the more widespread adoption of uniform size coupons 
(no larger than dollar bill size) on paper stock of sufh 
cient weight and texture to assure easy handling. 

It urges manufacturers to minimize the following 
printing on coupons, coupons in publications, coupons 
pasted on, or part of, the package, multiple attached cou- 
pons or coupons attached to an ad, customer or retailer 
Signatures on COUpOons 

It suggests that manufacturers wherever practicable, 
issue Coupons ot casy to compute denominations (5¢, 10¢, 
1S¢, etc.) and establish an easily identifiable “family” 
format to be used in coupons for all company products. 

It recommends several which some manufac 
turers can improve their methods of redeeming coupons 


ways in 


from retailers 

As it applies to grocery distributors, a major feature 
of the report is a new simplified system of handling 
levels which was de- 
This new method 


coupons at store and warehouse 
veloped during the course of the study 
of processing coupons calls for the distributor to sort, 
count, report, collate and invoice coupons in terms of 
terms of ‘offers’ or 


‘denominations’ rather than in 


products. It was tested in about 1,000 retail stores and 
the results were so successful that the method 1s being 
permanently adopted by many of the units in which tt was 
tested. 

The new method reduces by about half the time re 
quired by the bookkeeper or manager to sort, count and 
report coupons to distributor headquarters. In addition, 
the simplification of auditing, collating and invoicing cou 
pons greatly reduces time which distributor headquarters 
(warchouse ) staff devo es to pro essing coupons 

To facilitate the new system at store level, a special 
coupon sorting box and a simplified weekly reporting 
To simplify operations at the 


form were designed 


warchouse level, a coupon collating table was designed 


Fogarty elected Irving Trust director 


The Irving Trust Co. has announced the election of 
Thomas ¢ Mr. Fogarty 
is president and a director of the Continental Can Co 
He is also a director of a number of associated companies 


Fogarty te its board of directors 


For several years Mr. Fogarty was Continental's vice 
president in charge of sales. He became executive vice 
president in 1950 and was elected president effective Janu 


1956 
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A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA 


Ports and dates are subject to change, 
Moreover, lines 


thould exigencies require 
not 


may schedule sailings 


schedule 


shown 


in this 


Abbreviations for lines 


Trans Car 
hean Lane 
Exp 
Am-Pres 
Ing Siate 
Am W Afr 


American 


Ahlmann 


Trans Carth 


Alcoa Steamship Co 

American Export Lines 
President Lines 
Argentine State Line 
American-West African Line 


Barh-Frn—Barber-Fern Line 


Barb WAfr 


Barb. Won— Barber 


Barber-W est 


African Line 


Wilhelmsen Line 


Brodin--Brodin Line 
Cunard —Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Dreyfu Dreyfus Lines 
Ell-Buck—Ellerman & Bucknell $.S. Co 
Farrell—Farrell Lines 
Grace--Grace Line 
Granco—Transportadora Gran 
Colombiana, Ltda 
Gulf—Gulf & South America Steamshut 
Co., Im 
Hol-Int—Holland-Interamerica Line 
SAILS SHIP LINE DUE 
ACAJUTLA 
1/22 Otta UFruit Cr2/1 NY2/9 
AMAPALA 
1/28 Otta UF rust Cr2/1 NY2/9 
ANGRA DOS REIS 
1/14 Evanger Wes-Lar LA2/13 SF2/16 
BARRANQUILLA 
1/11 Santa Olivia Grace NY1/18 Bol/23 Bal/25 
1/13 Gulf Merchant Grace Hol/25 NO1/29 
1/16 Santa Margarita Grace NY1/23 
1/19 Fiador Knot UFruit NY1/31 
1/20 Santa Fe Grace LA2/4 SF2/6 Se2/10 
1/23 Loviland UFruit NY2/6 
1/23. Marna UFruit N02/3 
1/23 Santa Barbara UFruit NY1L/W 
1/27 Gulf Shipper Grace Ho2/8 NO2/12 
1/30‘ Byfjord UF ruit NY2/13 
BARRIOS 
1/11 Copan UFruit NY1/21 
1/15 La Playa UFruit NO1/19 
1/18 A steamer UF ruit NY1/26 
1/19 Cubahama UFruit Hol /23 
1/20 Leon UFruit NO1/24 
1/25 Mabella UF ruit NY2/2 
1/2 Lempa UF ruit N01 
2/1 A seatmer UF NY2/9 
2/2 Cubahama UFruit Ho2/6 
2/3 La Playa UFruit N02/7 


Se2/23 


LFA Line 
Independence Independence Line 
JavPac java Pacific Line 
Lamp-Ho ; Lamport & Holt Line 
Lloyd—Lioyd brasilesre 
Lykes Lyke Line 
Maersk— Maersk Line 
VMam— Mam 
Mormac—Moore-McCormack Line 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-Amertoan Lane 
Norton—-Norton Line 
PAB—Pacific Argentine Brazil Lane 
Packar—Pactfic Far East Line, 
Paclrans—Pacific Transport Line 
Proneer— American Proneer Line 
Prince Prince Line, Lid 
R Neth —Royal Netherland Steamship 
Robin Robin Line 


Royal Inier 


? 
Ship sailings 


Royal Interocean Lines 


SCro Southern Cross Line 
Sprapue Sprague Steamship Line 
Stockard Stockard 
Swed-Am—Swedish American Line 
lFruu—United Fruit Co 
W'es-Lar—Westtal Larsen Co. Lane 
Yamashtta—Yamashtta Line 
COFFEE BERTHS 
SAILS SHIP LINE 
UFruit 
2/10 Leon UFruit 
2/15 A steamer UFruit 
2°16 Cubahama UFruit 
2°17 Lempa UF 
2/24 La Playa UF rut 


Va2/24 


BUENAVENTURA 


1/11 Santa Olivia Grace 
113 Gulf Merchant Grace 
1/16 Santa Margarita Grace 
1/20 Santa Fe Grace 
1/23 Santa Barhara Grace 
1/27 Gulf Shipper Grace 
1 30 Santa tsabet Grace 
CARTAGENA 

1/10 LH. Cari UFruit 
1/14 Santa Paula Grace 
1°19 Aggershorg Grace 
1/21 Santa Rosa Grace 
1/24 Loviand UFruit 
1/2% Santa Paula Grace 
1/31 Byfjord UFruit 
2/6 Aqgershorg UFruit 
2/7 Cari UFruit 
2/14 Fiador Knot UFruit 
2/20 Marna UFruit 
2 21 Loviand UF ruit 
CRISTOBAL 

1/14 Choluteca UF ruit 
1/15 Aggershorg UF rust 

29 


Lid 


BERTHS 


Abbreviations for porw 


ba— ballimore 
boston 
C¢ Corpus Chris 
Ch Chcage 
Chin—Charleston 
Cl— Cleveland 
De—Detrou 
Ga—Galvetton 
ports 
Ha— Halifax 
Ho—Houstor 
tlam{ Road 
Ix Jacks 
LA—Los Angele 
Montreui 
Mo—Mel 
NO New Op 
NY New York 

Nt Norfolk 
NN Newpon Neu 
Pa— Philadelphia 
Po—Portland 
PS —Pueet Sound 
Sa Savanna/l 
SF—San Francis 
Seatlle 
Si] Sammt John 
Ta—Tacoma 
Va—Vancouver 

DUE 

NY2 16 

NO2/14 

NY2/23 

Ho2/20 

N02/21 

N02/28 

NY] 18 Bol/23 

HO1/25 NO1 29 

NY1/23 

LA2/4 SF2/6 Se2/id 

NY1/ 30 

Ho2/4 NO2/12 

NY2 ¢ 

NY1/22 

NY1/14 

NO2/3 

NY1/25 

NY2Z/6 

NY2/1 

NY2/13 

NO2/17 

NY2/20 

NY2/27 

NO 

NY 

NY1/2] 

N0O1/20 

NO2 3 


% 
x 
} 
tive 
¥y, 
a 


LINE DUE 


SAILS 


SHIP 


2/2 Otta UF ruit NY2/9 
2/12 Aggershorg UFruit W02/17 
2/22 Choluteca UF ruit NY2/29 
2/26 Lo Playa UF ruit NO3/2 


DAR es SALAAM 1/13 Aggersborg UFruit 01/20 
17 Afr Pitot Farell), NY2/15 1/14 LH. Cari UFruit NY1/22 
Pilo arre / aa 
1/23. Fiadory Knot 
1/28 Lawak Nedlloyd NY3/3 Po3/16 LA3/1B $e3/19 SF3/22 Va3/90 
2 ~ LA4/7 $F4/10 Po4/14 $e4/17 Va4/2) 1/29 Loviand UFruit NY2/6 
2/20 Urescer arre - 
2/5 Byfjord UFruit WY2/15 
3/14 Camarinda Nediioyd NY4/19 LAS/4 SF5/8 Po5/11 $e5/13 Va5/16 2/10 Aggersborg UFruit N02/17 
2/12 Carl UFruit NY2/20 
2/19 Fiador Knot UFruit NY2/27 
LA GUAIRA 2/24 Marna UFruit 
1/10 Santa Clara Grace Pal/17 WY1/18 2/26 Loviand UFrit NY3/5 
1/12 Santa Paula Grace NY1/18 
1/14 Santa Catalina Grace NY1/25 
1/16 Rio de La Plata ArgState NY1/21 LOBITO 
1/17 Santa Monica Grace Bal/24 WY1/25 
1/19 Santa Rosa Grace NY1/25 1/11 Afr Pilgrim Farrell NY2/10 
1/21 Santa Teresa Grace NY2/1 1/17 Afr Pilot Farrell NY2/7 
1/24 Santa Sotia Grace Pal/31 WNY2/1 1 28 Del Oro Delta N02/20 
1/26 Santa Paula Grace NY2/1 2/4 ‘Taurus Am-WAfr NY3/1 
1/28 Santa Ana Grace NY2/8 2/8 = Afr Grove Farrell WY3/12 
1/W Dio Tunuyan ArgState NY2/4 2/10 Afr Dawn Farrell NY3/2 
1/41 Santa Clara Grace fa2/7 NY2/8 2/22 Del Rio Delta N03/16 
1/5 Rio le La Plata ArgState NY3/10 3/20 Fernfiord Am-WAfr USA5/30 
4/19 Rio Tunuyan ArgState NY3/24 3/21 Del Sol Delta N04/15 
4/18 Del Oro Deita "05/12 


1/23 Rio de La PlataArgState NY4/28 


LIBERTAD 


Honduras Mam NY1/23 
1/22 Costa Roca Mam Guill /W 
1/24 Otta UFrmit Cr'2/1 NY2/9 


1/27 Helvig. Torm Mam NY2/8 


LA UNION 
1/12 Honduras Mam NY1/23 
1/20 Costa Rica Mam Gulfl/30 


Serving 
the 
Coffee industry 
for over 


35 years 


AGENTS: 
RIO DE JANEIRO: DELTA LINE, INC, 
Rua Visconde Inhauma 134 
SANTOS: DELTA LINE, INC. 
Rua 15 de Novembre 176-178 
LUANDA & LOBITO: 
Seciedade Luso-Americana, lida. 


MATADI: 
Nieuwe Afrikaansche Handels Vennootschop 


MISSISSIPPL SHIPPING CO., INC, NEW ORLEANS 


SAILS SHIP LINE 


1/26 
1/29 


1/14 
1/25 
2/2 
2/5 
2/7 
2/20 
3/18 
3/19 
4/16 


LIMON 


LUANDA 


Otta UF ruit 
Helvig Torm Mam 


Afr Pilot Farrell =NY2/7 
Del Oro Delta 402/20 
Taurus Am-WAfr NY3/1 
Afr Grove Farrell NY3/12 
Afr Dawn Farrell NY3/2 
Del Rio Delta N03/16 
Ferntiord Am-WAfr USA5/# 
Dei Sol Delta N04/15 
Del Oro Delta NO5/12 


DUE 


Cr'2/1 NY2/9 
NY2/8 


TO NEW ORLEANS AND 


SOUTH AMERICA | 


PARANAGUA, 
RIO ODE 


OTHER U. S. GULF PORTS...FROM 


JANEIRO, 
Regular weekly sailings 


SANTOS, 


VICTORIA 


WEST AFRICA 


OLA, BELGIAN CONGO, 


ANG 


CAMEROONS, 


IVORY COAST, AND LIBERIA 


Direct regular service 


COFFEE & TEA INDUSTRIES 
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and The Flavor 
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SAILS SHIP LINE 
MARACAIBO 

1/15 Santa Monica Grace 
1/22 Santa Sofia Grace 
1/29 Santa Clara Grace 
MATADI 

1/ll_ Afr Pilot Farrel! 
1/23 Del Oro Deita 
1/31 Taurus Am-WAfr 
2/2 Afr Pilot Farrell 
2/4 Afr Dawn Farrell 
2/18 Del Rio Delta 
3/16 Del Sol Deita 
3/16 Fernfiord Am-WAfr 
4/13 Del Oro Delta 
MOMBASA 

1/14 Louise Lykes 
2/4 Lawak Nediloyd 
2/10 Afr Crescent Farre|l 
2/20 Kertosono Nedlloyd 
3/18 Samarinda Nedlloyd 
PARANAGUA 

1/10 Antonina Brodin 
1/10 Hay 1FC 
1/10 Evanger Wes - Lar 
1/12 Peter Jebsen Nopal 
1/15 Mormacmail Mormac 
1/16 Del Mundo Delta 
1/21 Colombia Lioyd 
1/21 Panama Lioyd 
1/22 Argentina Lioyd 
1/23 Mormacow! Mormac 
1/24 Appingedyk Hol Int 
1/27 Mormactide Mormac 
1/28 Alcyon Nopal 
1/29 Mormacmar Mormac 
1/30 Del Santos Delta 
1/31 Mormacsurf Mormac 
2/3 Bow Hilt IFC 
2/5 Mormacswan Mormac 
2/7 Guatemala Lloyd 
2/8 Sandaa Nopal 
2/13 Del Alba Delta 
2/14 Alpherat Hol - Int 
2/19 Bow Santos 
2/20 Del Campo Delta 
2/21 Domingos Lioyd 
2/22 Colombia Lloyd 


DUE 


Bal/24 NY1/25 
Pal/31 NY2/1 
Ba2/7 NY2/8 


NY2/7 
N02/20 
NY3/1 
NY3/12 
NY3/2 
N03/16 
N04/15 
USAS5/ 30 
N05/12 


Gulf2/12 

NY3/3 Po3/16 LA3/18 Se3/19 Va3/W 
NY3/20 

NY3/19 LA4/7 SF4/10 Pod/14 Se4/17 Vad/21 
NY4/19 LAS/4 SF5/8 Po5/11 Se5/13 Va5/16 


Bal/28 NY1/30 Bo2/1 Pa2/3 

NY1/27 Pal/29 Bal/30 Bo2/2 Ha2/4 

LA2/13 SF2/16 Po2/21 Se2/23 Va2/24 

NO2/2 Ho2/6 

NY2/1 Bo2/4 Pa2/6 Ba2/8 NI2/9 

NO2/7 Ho2/12 

N02/9 Ho2/14 

N02/9 Ho2/14 

Ba2/13 Pa2/15 NY2 16 

NY2/12 Bo2/15 Pa2/17 Ba2/19 WNf2/20 

NY2/15 Bo2/17 Pa2/19 Ba2/21 HR2/22 

Jx2/17) Nf2/20 Ba2/21 Pa2/22 NY2/23 Bo2/26 
Ha2/28 

N02/19 Ho2/22 

LA2/24 SF2/27 Se3/2 Va3/4 Po3/6 

N02/21 Ho2/26 

NY2/21 Bo2/24 Pa2/26 Ba2/28 Nf2/29 

NY2/19 Pa2/21 Ba2/22 Bo2/25 Wa2/27 

Ba2/24 Pa2/26 NY2/27 Bo2/29 

Ba2/29 Pa3/2 NY3/3 

N03/2 Ho3/5 

NO3/6 Ho3/11 

NY3/8 Bo3/10 Pa3/12 Ba3/13 HR3/14 

NY3/6 Pa3/8 Ba3/9 Bo3/12 Ha3/14 

N03/13 Ho3/18 

N0O3/13 Ho3/17 

Ba3/14 Pa3/16 NY3/17 


PORT SWETTENHAM 


2/3 Britich Prince 
3/3 Eastern Prince 
4/3 Javanese Prince 


PUERTO CABELLO 


1/12 Santa Paula Grace 
1/16 Santa Monica Grace 
1/19 Santa Rosa Grace 
1/23 Santa Sofia Grace 
1/26 Santa Paula Grace 
1/30 Santa Clara Grace 
PUNTARENUS 
1/20 Otta UF ruit 


RIO de JANEIRO 


 Axeldyk Hol- Int 
1/12 Del Mar Delta 
1/12 Hav 
1/13 Paraguai Lloyd 
1/13 Antonina Brodin 
1/16 Mormaciark Mormac 
1/16 Peter Jehsen Nopal 
Evanger Wes - Lar 
1/18 Brazil Mormac 
JANUARY 956 


Ha3/6 Bo3/9 NY3/10 Pa3/15 Ba3/17 Nf3/19 
Ha4/4 Bo4/7 NY4/8 Pad/13 Ba4/15 Nf4/17 
Ha5/5 Bo5/8 NY5/9 Pa5/14 Ba5/16 Nf5/18 


NY12/7 

Bal/24 WY1/25 
NY1/25 
Pal/31 
NY2/1 
Ba2/7 NY2/8 


NY2/1 


NY2/9 


NY1/26 Bol/28 Pal/W Ba2/1 HR2/2 

N01/26 

NY1/27 Pal/29 Bal/3O Bo2/2 Ha2/4 

Bal/30 Pal/31 NY2/1 

Bal/28 NY1/30 Bo2/1 Pa2/3 

Jx1/31 Nf2/4 Ba2/5 Pa2/7 NY2/8 Bo2/11 Ha2/13 
NO2/2 Ho2/6 

LA2/13 SF2/16 Pa2/21 Se2/23 Va2/24 

NY1/30 


WHERE YOU WANT IT... 


WHEN YOU WANT IT... i 


Your coffee arrives in 
perfect condition at out 
modern terminal at Pier 
25, North River, New 
York, in just days 
from Santos 12 days 
from Rio when it comes 
via Argentine State Lin 
Our large fleet of modern 
freighters, plus three 
new passenger liners 

RIO DE PLATA, 
RIO) TUNUYAN, RIO 
JACHAL operate swift, 
dependable cargo service 
between East Coast of 
South America. ports 
and New’ York Your 
coffee is handled by 
experienced, ef ficient 
crews. in and out of im 
maculate holds, assuring 
a minimum of bag dam 
age and flavor contami 
nation from dockside in 
Rio or Santos to truck 


or lighter in New York 


ARGENTINE 
STATE LINE 


Boyd, Weir and Sewell, Inc 
General Agents 

24 State St., New York 4, N.Y 
Tel. BO 9.5660 


| | 


Executive Orrices 


HANDLING 
COFFEE 


Ships, efficient manpower and the most modern load- 
ing and unloading equipment are combined to make 
Pacific-Argentine-Brazil Line’s coffee cargo service 


r= 
= 


EXPERTS 


so superior. Fast schedules on C-3 ships between Brazil 


and America’s West Coast. 


PACIFIC ARGENTINE 
BRATIL LINE INC 


POPE @ TALBOT INC AGENTS 


100 Bush 


pry 


POPE TALBOT 


/ 
/LINES PACIFIC BRAZIL Lind 


Street 


Accommodation 


for 12 passengers 


PACIFIC AND ATLANTIC INTEBCOASTAL 


San Pranciseo DOuglas 2-256] 
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NEW YORK 
17 Battery Place 


NEW YORK 


Regular Service 


From The Principal Brazilian Ports To: 
NEW ORLEANS 


Lloyd 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


Bringing North and South America nearer each other. LLOYD ! 
BRASILEIRO makes the Good Neighbor a Close Neighbor. 


BRASILEIRO 


NEW ORLEANS 
305 Board of Trade Bldg. 


UNITED FRUIT COMPANY 


and NEW YORK- NEW ORLEANS - HOUSTON 


ror FAST DEPENDABLE DELIVERY 


.-. of your mild coffees 
to United States markets... 
rely on 


STEAMSHIP SERVICE 
Regular Sailings between 


GUATEMALA _— NICARAGUA 
EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 


and other U.S. ports 


NEW YORK: 
Pier 3, North River 


NEW ORLEANS: 
321 St. Charles St. 


SAILS SHIP 


1/20 Mormacmail 
1/20 Del Mundo 
1/21 Tunuyan 
1/22 Mormacmar 
1/28 Del Norte 
1/28 Mormacowl 


2/1 Aicyon 
2/1 Appingedyk 
2/2 Mormactide 
2/3 Det Santos 
2/5 Hill 
2/6 Mormacsurf 
2/8 Argentina 
2/9 Del Sud 
2/13 Sandaa 
2/13 Guatemala 
2/17 Aiba 
2/21 Bow Santos 
2/23 Alpherat 


2/24 Del Campo 


2/25 Rio de La Plata 


2/26 Domingos 
3/10 Turyan 


4/14 Rio de La Plata 


SANTOS 


Axeldyk 
1/11 Del Mar 
Hav 
1/12 Paraguai 
1/12 Antonina 
1/13 Evanger 
1/14 Peter Jebsen 
1/14 Mormactark 
1/16 Brazil 
1/18 Dei Mundo 
1/19 Mormacmat} 
Tunuyan 
1/25 Colombia 
1/25 Panama 
1/27 Mormacowi 
1/27 Del Norte 
1/27 Argentina 
1/28 Mormacmar 
Alcyon 
2/1 Del Santos 
2/1 Mormactide 


1 Appingedyk 
a Bow Hill 

5  Mormacsurf 
6 Argentina 
8 Del Sud 

9 Mormacswan 
Sandaa 
2/12 Guatemala 
2/15 Del Alba 
2/20 Bow Santos 
2/22 Dei Campo 


2/23 Alpherat 


| 2/24 Rio de La Plata 


2/25 Comingos 
2/27 Colombia 

3/9 Rio Tunuyan 
4/13 Rio de La Plata 


15 Afr Crescent 


1 

l 
| 2/14 Kertosono 
| 2 

3 


14. Samarinda 


VICTORIA 


1/23. Del Mundo 
1/27 Panama 
2/6 Det Santos 
2/20 Del Alba 
2/27 Dei Campo 
2/27 Domingos 


LINE 


Mormac 
Delta 


ArgState 


Mormac 
Delta 
Mormac 
Nopal 
Hol - Int 
Mormac 


Delta 
1FC 
Mormac 
Mormac 
De ta 
Nopal 
Lloyd 
Deita 
1FC 
Hol-Int 
Delta 


ArgState 


Lioyd 


ArgState 
ArgState 


Hol- Int 
Delta 
1FC 
Lloyd 
Brodin 
Wes-Lar 
Nopal 
Mormac 
Mormac 
Delta 
Mormac 
ArgState 
Lloyd 
Lloyd 
Mormac 
Deita 
Lloyd 
Mormac 
Nopal 
Deita 
Mormac 


Hol- int 
Mormac 
Mormac 
Delta 
Mormac 
Nopal 
Lloyd 
Delta 
1FC 
Deita 
Hol- Int 
ArgState 
Lloyd 
Lioyd 
ArgState 
ArgState 


Farrell 
Nediloyd 
Nediloyd 
Farrel! 
Nedlloyd 


Delta 
Lioyd 
Delta 
Delta 
Deita 
Lloyd 


DUE 


NY2/1 Bo2/4 Pa2/6 Ba2/8 Nf2/9 

N0O2/7 Ho2/12 

NY2/4 

LA2/24 SF2/27 Se3/2 Va3/4 Po3/6 

N02/10 

NY2/12 Bo2/15 Pa2/17 Ba2/19 Nf2/20 

N02/19 Ho2/22 

NY2/15 Bo2/18 Pa2/19 Ba2/21 HR2/22 

-Nf2/20 Ba2/21 Pa2/22 NY2/23 Bo2/26 
Ha2/28 

N02/21 Ho2/26 

NY2/19 Pa2/21 Ba2/22 Bo2/25 Ha2/27 

NY2/21 Bo2/24 Pa2/26 Ba2/28 Nf2/29 

NY2/20 

N02/23 

N03/2 Ho3/5 

Ba2/29 Pa3/2 NY3/3 

NO3/6 Ho3/11 

NY3/6 Pa3/8 Ba3/9 Bo3/12 Ha3/14 

NY3/8 Bo3/19 Pa3/12 Ba3/13 HR3/14 

No3/13 Ho3/18 

NY3/10 

NY3/13 Bo3/17 Ho3/20 

NY3/24 

NY4/28 


NY1/26 Bol/28 Pal/30 Ba2/1 HR2/2 

N01/26 

NY1/27 Pal/29 Bal/30 Bo2/2 Ha2/4 

Bal/30 Pal/31 NY2/1 

Bal/28 NY1/30 Bo2/1 Pa2/3 

LA2/13 SF2/16 Pa2/21 Se2/23 Va2/24 

NO2/2 Ho2/6 

Jxl/31 Nf2/4 Ba2/5 Pa2/7 NY2/8 Bo2/11 Ha2/13 

NY1/30 

N02/7 Ho2/12 

NY2/1 Bo2/4 Pa2/6 Ba2/8 Nf2/9 

NL2/4 

N02/9 Ho2/4 

NO2/9 Ho2/14 

NY2/12 Ba2/15 Pa2/17 Ba2/19 Nf2/20 

N02/10 

Ba2/13 Pa2/15 NY2/16 

LA2/24 SF2/27 Se3/2 Va3/4 P03/6 

N02/19 Ho2/22 

N0O2/21 Ho2/26 

Jx2/17 Nf2/20 Ba2/21 Pa2/22 NY2/23 Bo2/26 
Ha2/28 

NY2/15 8a2/17 Pa2/19 Ba2/21 HR2/22 

NY2/19 Wa2/21 Ba2/22 Bo2/25 Ha2/27 

NY2/21 Bo2/24 Pa2/26 Ba2/28 Nf2/29 

NY2/20 

N02/23 

Ba2/24 Pa2/26 NY2/27 Bo2/29 

N03/2 Ho3/5 

Ba2/29 Pa3/2 NY3/3 

N03/6 Ho3/11 

NY3/6 Pa3/8 Ba3/9 Bo3/12 Ha3/14 

N0O3/13 Ho3/18 

NY3/8 Bo3/10 Pa3/12 Ba3/13 HR3/14 

NY3/10 

N0O3/13 Ho3/17 

Ba3/14 Pa3/1L6 NY3/17 

NY3/24 

NY4/28 


NY2/15 
NY3/3 Po3/16 LA3/18 Se3/19 SF3/22 Va3/ 30 
NY3/19 LA4/7 SF4/10 Po4/14 Se4/17 Va4d/21 
NY3/20 
NY4/19 LA5/4 SF5/8 Po5/11 Se5/13 Va5/16 


NO2/7 Ho2/12 
NO2/9 Ho2/14 
NO2/21 Ho2/26 
N03/6 Ho3/11 
NO3/13 Ho3/18 
NO3/13 Ho3/17 
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SAILS 


SHIP 


CALCUTTA 


1/10 Exemplar 
1/22 Excelsior 
2/10 Exchequer 
2/20 Exmouth 


COCHIN 


1/11 Malayan 
1/20 Exemplar 
1/21 Hayes 
1/30 Excelsior 
2/11 British 
2/20 Exchequer 
2/28 Exmouth 
3/11 Eastern 
4/11 Javanese 


COLOMBO 


1/13 Maipura 
1/13. Martland 
1/15 Exemplar 
1/18 Hayes 
1/19 Silverbeam 
1/20 Laura 
2/4 ‘Thor 

2/8 British 
2/15 Exchequer 
2/19 Olga 
2/26 Exmouth 
3/5 Oluf 

3/8 Eastern 
4/8 Javanese 


DJAKARTA 


1/17 British 
1/18 Thor 
1/25 Olga 
2/14 Eastern 
2/17 
3/15 Javanese 


DJIBOUTI 


1/26 Exemplar 
2/9 Lawak 
2/25 Kertosono 
2/26 Exchequer 
3/27 Samarinda 


1/12 Harding 
1/14 Mail 
1/15 Golden Bear 
1/19 Chastine 
1/29 Colony 
1/29 Land 

2/3 Effie 

2/16 Sea 

2/18 Nicoline 
3/3 Sally 


/19 Mail 

Chastine 
Land 
Effie 

Sea 
Nicoline 
Sally 


SHIMIZU 


1/27 Chastine 
Land 
2/1l_ Effie 
2/23 Sea 
2/25 Nicoline 
3/11 Sally 


JANUARY 


HONG KONG 


Am-Exp 
Am-Exp 
Am-Exp 


Pritce 
Am-Exp 
Am - Pres 
Am-Exp 
Prince 

Am-Exp 
Am-Exp 
Prince 
Prince 


Cunard 
Cunard 
Am-Exp 
Am- Pres 
JavPac 
Maersk 
Maersk 
Prince 
Am-Exp 
Maersk 
Am- Exp 
Maersk 
Prince 
Prince 


Prince 
Maersk 
Maersk 
Prince 
Maersk 
Prince 


Am-Exp 
Nedlloyd 
Nediloyd 
Am-Exp 
Nedlloyd 


Am.- Pres 
Pioneer 
PacFar 
Maersk 
PacFar 
Pioneer 
Maersk 
Pioneer 
Maersk 
Maersk 


Pioneer 
Maersk 
Pioneer 
Maersk 
Pioneer 
Maersk 
Maersk 


TEA BERTHS 


DUE 


Bo2/15 NY2/16 
Bo2/28 NY2/29 
Bo3/17 NY3/19 
Bo3/28 NY3/30 


Ha2/4 Bo2/7 NY2/8 Pa2/13 Ba2/15 Nf2/17 | 
Bo2/15 NY2/16 

NY2/25 Bo3/3 

Bo2/28 NY2/29 
Ha3/6 Bo3/9 NY3/10 Pa3/15 Ba3/17 Nf3/19 
Bo3/17 NY3/19 

Bo3/28 NY3/30 

Ha4/4 Bo4/7 NY4/8 Pad/13 Bad/15 Nf4/17 
Ha5/5 BoS/8 NY5/9 Pa5/14 Ba5/16 NI5/18 


Bo2/13 NY2/15 Pa2/19 Nf2/21 Ba2/23 
$a2/11 NO2/16 Ho2/19 Ga2/21 

Bo2/15 NY2/16 

NY2/25 Bo3/3 

LA3/7 SF3/11 Po3/16 Se3/19 Va3/23 
NY2/20 Ha3/1 

NY3/3 Ha3/17 

Ha3/6 Bo3/9 NY3/10 Pa3/15 Ba3/17 Nf3/19 
Bo3/17 NY3/19 

NY3/20 Ha3/31 

Bo3/28 NY3/30 

NY4/7 Ha4/18 

Ha4/4 Bo4d/7 NY4/8 Pad/13 Bad/15 Nf4/17 
Ha5/5 Bo5/8 NY5/9 Pa5/14 Ba5/16 Nf5/18 


Ha3/6 Bo3/9 NY3/10 Pa3/15 Ba3/17 Nf3/19 
NY3/3 Ha3/17 

NY3/20 Ha3/31 

Ha4/4 Bot/7 NY4/8 Pa4/13 Ba5/15 Nf4/17 
NY4/7 Had/8 

Ha5/5 Bo5/8 NY5/9 Pa5/14 Ba5/16 Nf5/18 


Bo2/15 NY2/16 
NY3/3 Po3/16 LA3/18 Se3/19 SF3/22 Va3/30 
NY3/19 LA4/7 SF4/10 Po4/14 Se4/17 Vad/21 
Bo3/17 NY3/19 
NY4/19 LA5S/4 SF5/8 Po5/11 Se5/13 Va5/16 


LA1/28 NY2/12 Ba2/18 Bo2/21 
NY2/21 

SF1/30 LA2/5 

SF2/11 LA2/14 NY2/28 
$F2/13 LA2/19 

NY3/8 

SF2/25 LA2/28 NY3/13 
NY3/25 

SF3/11 LA3/14 NY3/29 
SF3/25 LA3/28 NY4/12 


NY2/2) 
SF2/10 LA2/13 NY2/27 
NY3/8 
SF2/25 LA2/28 NY3/13 
NY3/25 
SF3/11 LA3/14 NY3/29 
SF3/25 LA3/28 NY4/12 


SF2/10 LA2/13 NY2/27 
NY3/8 
SF2/25 LA2/28 NY3/13 
NY3/25 
SF3/11 LA3/14 NY3/29 
SF3/25 LA3/28 NY4/12 


NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 

Fast Norwegian Motorships 
Coffee Service 

Brazil/U. S. Gulf 


General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
WHitehall 3.1572 


New Orleans—Bieh| & Co., Inc., Sanlin Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—Transparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc 


MOORE-McCORMACK 


CHS 


REGULAR AMERICAN FLAG SERVICE 


AMERICAN Freight and Passenger ( BRAZIL 


Service between East 
REPUBLICS Coast of United States URUGUAY 


LINE and the countries of | ARGENTINA 


PACIFIC Freight and Passenger (BRAZIL 
Service between West 
REPUBLICS Coast of United States URUGUAY 
LINE and the countries of | ARGENTINA 


AMERICAN Freight and ee DENMARK 
Service between East }SWEDEN 

SCANTIC Coast of United States \POLAND 

LINE and the countries of )Fincano 
RUSSIA 


For complete informatien apply 


MOORE-McCORMACK LINES 


5 Broadway, New York 4 
Offices in Principal Cities of the World 
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10% 


FINEST 


QUALITY 


...in the 
most modern 


packages 


STANDARD 
BRANDS 
Incorporated 


New Aluminum 
Foil Wrap 


Your Most Practical Approach to 


SOLUBLE COFFEE 


production is thru- 
BOWEN INC. 


NORTH BRANCH S 


Write for illustrated booklet — 
The Bowen Spray Dryer Laboratory 


YOKOHAMA 


1/15 Rita Maersk SF1/28 LAL/31 NY2/14 

1/23. Maii Pioneer NY2/21 

1/31 Chastine Maersk SF2/10 LA2/13 NY2/27 

2/7 Pioneer NY3/8 

2/15 Maersk SF2/25 LA2/28 NY3/13 

2/25 Pioneer = NY3/25 

2/29 WNicoline Maersk SF3/11 LA3/14 NY3/29 

3/15 Sally Maersk SF3/25 YA3/28 NY4/12 

Accepts freight for New York, with transshipment at Cristobal, C. Z 

‘Accepts freight for Atlantic and Gulf ports, with transshipment at Cristobal, C. Z 


Wm. §. Scull’s 125th birthday honored 


as three industry groups present awards 


Three industry groups have presented special awards 
to R. Barclay Scull, president of the Wm. S. Scull Co., 
Camden, N. J., to commemorate the 125th anniversary 
of the company’s founding in 1831. 

A plaque recognizing the company’s long association 
with the coffee industry was presented to Mr. Scull by 
Charles Lindsay, representing the Pan-American Coffee 
Bureau. 

An award was also made by the Tea Council, as well 
as by the Peanut Council of the U.S.A., during a two-day 
celebration at the Walt Whitman Hotel in Camden. 

At a banquet an historic portrayal was presented of 
the growth of the company and its surmounting of critical 
periods in the nation’s history, from the days of Andrew 
Jackson's presidency up to the present time. 

Service and special awards by the company to its em- 
ployees were made by Mr. Scull, who represents the 
fourth generation of the founding family to be active in 
company management. 

Many retired Scull “alumni” attended the anniversary 
rally, along with the entire sales force of plants in Cam 
den, Dayton, Ohio, and Rochester, N. Y., who were 
present in connection with the company’s annual sales 
meeting. 


Former Baltimore roaster dead at 89 


Henry V. Casey, who once headed a coffee roasting 
business in Baltimore, Mr., died in Lakeland, Florida, 
recently, at the age of 89. 


deskside coffee service 


(Continued from page 15) 


Advantages of company-controlled coffee service which 
are appreciated by employees are that it eliminates the 
need for tipping and that it will provide the worker with 
better coffee at a lower price than he could obtain other 
wise 

Advantages that employers appreciate are the increase 
in employee working time, the improvement in employee 
morale and the decrease in employee traffic and confusion. 
The elimination of the cost of outside phone calls by 
employees for individual orders of coffee and the reduc 
tion of untidiness are additional factors 

Employees may pay the full cost of the coffee service, 
which seems fair, because some workers want it and 
others don't. However, in some cases, the company pays 
part of the cost (by buying the coffee wagons or provid 
ing the paper cups, for example) and im other instances, 
the company subsidizes the entire coffee service. Schrafft’s 
has customers of all three types. 
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Total 
Entries 


975 


December 


Brazil 


Coftee Movement in The U. S. Market 
(Figures in 1,000 bags) 
Deliveries—from: 


1954 


Visible 


—-Ist of Month 
Brazil Total 


Others 


821 1,659 1,075 385 1,460 
1,278 1,942 881 511 1,392 
1,224 1,959 755 479 1,234 

814 1,448 852 365 1,217 

499 1,031 687 362 1,049 

789 1,092 452 439 Bot 

592 754 311 596 907 

552 799 438 640 1.078 

529 795 320 572 892 

398 916 543 590 1,133 

ORY 403 512 O15 
1,122 2,097 1,035 532 1,567 : 


1955 
January 1,416 605 871 1,476 738 446 1,184 
1,144 411 874 1,285 567 425 
1,360 570 745 1,324 S14 
September 1,490 731 775 1,506 43 40 402 
October 1,894 1,063 1.887 1,024 213 1,237 
November 048 1,017 2.018 1,43: 105 1,120 i 
5 1,007 1849 1,100 


December 


The coffee outlook 


With the end of one year and the beginning of another, 
the question of coffee outlook takes on a special signifi 
cance. This is the time for weighing up, for determining 
where we are and what shape the coming year will take. 

One trade estimate puts world exportable production 
in 1955/56 at about 37,500,000 bags, although with reduc- 
tions for lower crops in some of the mild areas, this 
may be closer to 34,000,000 bags. 

This same source puts United States imports in 1955 
at about 19,800,000 bags, against 17,100,000 in 1954, and 
21,000,000 in 1953. Actual consumption in the U. § 
should total about 20,100,000 bags for 1955, and possibly 
a little more this year. 

Other consuming countries imported about 13,700,000 
bags in 1955, which compares with 13,000,000 in 1954 
and 12,800,000 in 1953. 


With slight increases in European consumption, the 


world imports, other than U.S., might reach more than 
14,000,000 bags in 1956. 


Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin 


Preliminary) 


The world total, therefore, might be about 34,500,000 


bags. 

The figures alone are not, of course, sufficient. What 
must also be taken into account are other factors which 
can affect cither the supply or demand side of the picture 

With the pressure of more than adequate supplies, 
measures to stabilize prices might be revived into active 
consideration once again. Such activity, whether or not 
it reaches full fruition, has a decided impact on prices, 
as was evident last year. 

Another factor, potentially at least the most significant, 
is the initiative which the industry can apply to enlarge 


the market for coffee 
Huge possibilities for increased consumption in this 
country have long been recognized. Now, on one front 


iced coffee 

If Brazil's Congress passes the 
for coffee promotion, clearing the way for the 
bag contribution from all the member countries of the 
Pan-American Coffee large efforts can 
unlimbered to turn other potentials into actual volume 


the industry is planning to do something 
appropriation 
25-cent a 


Bureau, scale 


OVER TWENTY-FIVE YEARS OF CONTINUOUS DEPENDABLE SERVICE TO THE COFFEE TRADE 
‘ STOCKARD STEAMSHIP CORPORATION, GENERAL AGENTS , 
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q atter ace, New York, all 
| iV RAN 17 Battery Place, New York, N. Y., WHitehall 3.2340 
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BALTIMORE: Garrett Bidg., Saratoga 7-2607 © PHILADELPHIA: 101 Bourse Bidg, WAlnut 2-2152 
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Serving The Coffee, Tea @& Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Green 9-0780 


Import, Export and Bonded Trucking 


Riverfront Warehouses 


‘Bowne Morton’s Stores, Inc. 


611 SMITH ST. BROOKLYN, N. Y. 


MAin 5-4680 
N. Y. Phope: BOwling Green 9-0780 
Free And Bonded Warehouses 
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CBI digging for Scientific 

answers to practical coffee 

problems; projects reveal 
Vor 


lony ay 


a commodity that has been known and used as 
cottec data 
about it, according to Eugene G. Laughery, general man 
C offec 
main to be answered about the beverage, about the allied 


there 1s scientific 


remarkably little 


ayer of the Brewing Institute Big questions re 


elements used in its preparation and about the constit 
uents that influence the ground product 

Solution of even some of the problems posed could well 
effect the 
modity by opening new avenues of exploration 


rests the importance to the trade of technical investigative 


future processing and marketing of the com 
Therein 


work 

The task of 
has been undertaken by the Coffee Brewing Institute 
It is conducting its research work with the object of solv 


finding the answers, Mr Laughery says, 


ing problems in a manner that will be of benefit to the 
coffee industry. Practicality has always been its goal 

It is hoped that through the studies now in force, and 
those that are projected, greater light will be shed on 
some of the factors that have puzzled the trade and the 
Consumer 

The present program of the Institute includes questions 
dealing with the effect of water impurities on the flavor 
coffee, the 
and ground coffee, the 
Cotten 

Some 
phase of the water study, for example, shows that con 
centrations of individual minerals normally found in a 
major portion of water supplies throughout the country 


color of roasted 


acids in brewed 


measurement of 
effect of 
projects 


of bre wi d 
orpank 
and other 


results have already been obtained. The first 


have no effect on coffee flavor This project, conducted 
at the Massachusetts Institute of Technology, is being 
continued for the purpose of investigating the effects of 
odors in water on coffee 

Work will the effect of 
softening and conditioning on coffee brewing and the 
flavor of coffee. It is hoped that the results of this study 


will provide information that will be of great importance 


also be done to test water 


to the industry 

At the University of California studies are now under 
way to establish a technique for measuring the color of 
roasted and ground coffee. The aim is to give roasters a 
standard and constant means of discussing roast and roast 
ing equipment in relation to blend, time, temperature, 
cooling and packaging stability 

Several of the Institute's projects have been placed with 
other research organizations in various parts of the 
COUNTTY 

New and modern techniques devised by physicists and 
chemists are being brought to bear on the analytical as 


pects of coffee at Ohio State University and the Southwest 


Research Institute in San Antonio, Texas. There is no 
doubt that these tools, and the knowledge acquired by 
their use, will lead to more precise control of blending, 
roasting, brewing and the stabilization of coffee. 

Along with the activity in the field of pure research 
work is progressing on the development of a new quanti- 
ty coffee brewing device at the Midwest Research Insti- 
tute in Kansas City. This project is rapidly approaching 
the stage where the first experimental model can be built 
to test such factors as speed of preparation, extraction, 
case and completeness of cleaning, sanitation, waste dis- 
posal, and—most important—the quality of the brew 

In the development of its research program, now under 
the supervision of Dr. E. Earl Lockhart, newly appointed 
scientific director, the Coffee Brewing Institute has had 
an extensive bibilography of coffee literature prepared. 
The survey is one of the most complete of its type, with 
references and abstracts of more than 10,000. scientific 
publications throughout the world. The information ts 
catalogued in such a way that what is known about a 
specific subject can be located in a very few minutes. 

This bibliography not only has been of great value 
in helping Institute personnel to answer mail inquires 
that come to its offices daily, but has also been of great 
assistance to people doing research work on the commodi 
ty. Through its aid the United States Navy was able 
to make a thorough survey on coffee brewing. 

Work on the Bibliography, which was compiled at the 
Massachusetts Institute of Technology, is being con 
tinued there until everything of importance that has been 
written coffee has been found and made available 
to the industry. 


about 


Set up fund to boost Mexico’s coffee output 


An investment of 30,000,000 pesos ($2,400,000) by 
the Mexican government for the increase and improve 
ment of coffee production was ordered by President Adol- 
fo Ruiz Cortines, the National Coffee Commission has 
announced, according to Douglas Grahame, Mexico City 
correspondent of & TEA INDUSTRIES. 

The fund will be managed by the Beneficios Mexicanos 
del Cafe. 

Highlights of the program are: 

Coordination of official and private action regarding 
coffee cultivation and marketing; scientific examination 
of zones best situated for the start of coffee cultivation; 
investigations and experiments to improve quality and 
quantity of coffee production; maintaining export norms 
that have made Mexican coffees, particularly those of the 
Coatepec district, Vera Cruz State, so esteemed on the 
New York market; application of the best possible cul 
tivation tec hnique, extension of most effective modern 
cultivation procedures, teaching all rural areas to under- 
stand and apply fertilizers to improve the quality 
of soil so as to produce coffees that will command top 


prices 
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Something new is happening in coffee—and right in your 
own backyard 

We mean the coffee seminars sponsored by the Pan 
American Coffee Bureau in New Orleans, San Francisco, 
Chicago and New York 

Seminar is a kind of fancy word—but what it covers in 
this instance is a two-day session in each city which can have 
enormous importance—to the industry as a whole and to 
your company particular. 

We say it can have that importance—and it can, if you 
are there. You, and your key men in advertising, mer 
chandising, public relations, production. And if the other 
companies in your area are similarly represented 

Sit back for a moment and take a good look at what thes¢ 
Sessions are 

Some of the best minds in coffee nationally are going 
to be on hand, to lay out key trends in coffee and food 
merchandising, to point up the most likely paths to coffee 
progress, to fill-in, firsthand, on developments in industry 
level promotion and coffee research 

On these grounds, alone, you and your people should be 
there. If nothing more happened, you would come away 
better equipped to process and promote coffee 

But you should be there for another reason, maybe more 
important 

The seminars will take on their full potential only to the 
extent ideas flow both ways from the speakers to the coffee 


people, and also the other way 


You can 


Go back, if you've skipped st, and read carefully the 
article in this issue on what Clarence Irish did at the In 
diana Restaurent Association convention 

We're not suggesting this for you to appreciate more 
clearly that Clarence Irish is one of the brighter people in 
our industry although he ts 

We're suggesting it so you can see how, with a little 
initiative and not much money, you can do a lot of good 
for your own brand and for coffee generally 

There's a regional restaurant association in your area 
too, and it holds conventions 

If you sell the public service field, you're usually at the 
conventions-——aren t you ¢ because your customers are there 

Why be content with sidelines and wistful wishes that 
you could put your coffee story across to the whole gather 


ing? 
Do it 


JANUARY 


Blending coffee ideas 


do it, too 


You should be there to offer your opinions, your thoughts, 
your suggestions 

You are the fellow who rubs daily against the hard facts 
of coffee merchandising. You are the one who knows your 
area, and its coffee peculiarities, best You have your 
finger, because you've got to, on the pulse of the grocet 
and the restaurant operator, you know what they think 

Your opinions, put into the pot with those of other 
coffee men and combined with those of the speakers, could 
give the industry a potent “idea blend’—-combining our 
best, most positive, most constructive, most inspirational 
thinking 

Such an “idea blend’ could transform the industry-—let 
loose bottled-up initiative, give more coffe people greater 
ability as advertisers and promoters, spark stepped-up co 
operation from producing countries 

Such an “idea blend” could be a great lever to enlarge the 
market for coffee in this country 

The “idea blend” won't spring full-blown trom the 
seminars. It it comes about, it will take time and nurturing 
and deep understanding 

Any progress in that direction, though, is money in your 
till 

That's why you should be at your nearest seminar-—and 
take a hand in it 

That's why we hope the seminars work out this year, and 


set a precedent for coming years 


The whole point of the Clarence Irish story 1s: you can dou 

You don't have to follow the Irish pattern, of Course 
Tailor it to your own picture 

Here, for example IS Olle Way you can do powell 
ful job for coffee at your restaurant convention 

Sound out the association executives, and yet in touch with 
the Coffee Brewing Institute 

CBI has been building up a wonderful experience in cotter 
demonstrating. They are now able to put on a comparison 
test which will have your restaurant operators watching in 
fascination—and getting a coffee brewing lesson that will 
really stick 

The Coffee Brewing Institute, we understand, will be glad 
to work with you, at your local restaurant convention, All 
you have to do ts ask them 

Sounds to us like a real opportunity for any coffee man 


catering to this market 
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Easy-to-stack qualities of folding cartons make them popular with 
tea producer and retailer alike. The White Rose “family” of tea 
cartons, a product of Seeman Bros., Inc., shows how they lend them- 
selves to mass display in today's high-speed, self- service food out- 
lets. Center: Special "Peters-lock” type of construction on folding 
paper box used by Tetley Tea Co. facilitates rapid automatic forming 


tea packages dress up for 1956 


ALADA 


BAGS 


Ot PLEOE & CUT BLacK ty 


Pen 


wy 
GAT 16 EXTRA TEA-BAGS for ONLY 1c MORE 
64 TEA-BAGS Only 


and filling. This arrangement makes it possible to sheet-feed a white 
enclosing the tea bags, with the carton blanks. Salada Tea 
“announcement” 
Premium 
printed in red, stands out against yellow background of rest 
This package won two successive awards. 


liner, 


Co.'s dramatic use of color permits eye-catching 
of special offer on front and sides of folding cartons. 
offer, 
of carton. 


By JOHN C. NEWELL, Jr., 


Tea packaging is dressing up for 1956. 

The new look, aimed at faster brand identification, 
spurred by the demands of mass distribution in the mid 
Twentieth Century—an in’ which consumers have 
learned to make buying decisions in food stores in eight 


1s 


seconds 

The once prosaic tea carton has gained striking appetite 
appeal by trading-up its trade marks and brand names 
and generally sharpening package design. This has en 


to hold their heads above the waves 


abled tea cartons 
of competitive food and non-food products surrounding 
them on all sides 

The transformation has been essential to survival. 


Today's food package must create a favorable impression 


on first sight, for once the housewife has passed by, 
there's no second chance 

Stepped-up advertising, particularly on TV, has pro 
foundly affected the revitalized of 
tons. Thus packages have evolved into silent 
men which, according to Lippincott & Margulies, package 
designers, the transmitter sending out an im 


portant signal to bridge the crucial span between the 


appearance tea car 


tea sales 


act as 
product and the consumer.” 

The package's role as an advertising medium is becom 
ing more apparent,” says Norman F, Greenway, president 
of the Robert F. Gair Co. Inc., New York. Mr. Green 
way, who is also president of the Folding Box Associa 
tion of America, Chicago, recently told the 17th annual 
Packaging Institute Forum ‘My industry alone makes 
100 billion folding cartons and therefore 


over a year, 


42 


Director of Marketing 
Folding Paper Box Association 


provides 600 billion sides on which advertising messages 
can be presented to retailers, customers and in the home.” 


The advertising format of today’s tea packaging also 
serves to recall to shoppers, in the wink of an eye, the 
image and sales message of advertising previously seen. 
Such instant brand recognition was the motivating force 
behind the last redesign of Lipton Tea packages' for 
Thomas J. Lipton, Inc., Hoboken, N. J. Mindful of 
Lipton's costly sponsorship of Arthur Godfrey to pro- 
mote Lipton’s Tea, Jim Nash, industrial designer, set 
about to produce a package that would look good on 
TV and would remain indelibly impressed on the memo- 
ries of TV watchers, so they could spot it instantly when 
shopping 

Studies showed that the basic design elements of the 
Lipton Tea package could be retained. In the new pack- 
age, however, simplification and strong emphasis on high- 
lights were the major aims. The illustration of Sir 
Thomas Lipton was changed from old-fashioned 
poster-like representation, 


an 
portrait to 

The illustration became a sharp,fast-moving, photogenic 
trademark that makes the product stand out boldly when 
Arthur Godfrey flourishes it—a picture that shoppers do 
recall as they move through the forest of brands in food 
Shorter but broader lettering, aided by a third- 
has also given the new Lipton Tea 


stores 
dimensional effect, 
package high shelf appeal. 

From the initial artwork through the many decisions 
and considerations regarding plates, ink, function, charac- 
the carton manufacturer worked closely 


teristics etc., 
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with Lipton executives, the designer and others involved 
It is this close cooperation that brings development of this 
type to a really successful conclusion. 

Three factors guide Lipton’s choice of folding cartons 
to package tea: 1) printing reproduction on cartons 1s 
superior to that which can be obtained on any other ma- 
terial; 2) space economy afforded by folding cartons is 
vital to keeping operating costs in line; 3) cartoning 
makes possible high-speed automatic packaging. 

Many of Lipton’s cartons are run on high-speed rotary 
presses capable of printing up to five colors at a time. 
The precision die-cut cartons go through elaborate statisti 
cal quality control methods to assure optimum brilliance 
and uniformity of printing. This practice also checks 
mechanical precision of the carton for ultimate use on 
Lipton’s automatic machines,where cartons travel by con 
veyors to the particular operation of filing, closing and 
wrapping. Thus, the tea goes through the entire control 
led cycle untouched by human hands 

For this operation: a) board must be of proper rigidity 
tO pass various stages without any flaps interfering with 
the machine's functions; b) the carton must have the pro 
per degree of glue receptivity to take care of the rapid 
speeds with which it passes through the Palmer machine; 
and c) tolerance of paperboard must be limited to 0.0005 
to permit operation on al’ ‘s of equipment without 
causing stoppages. 


Good product identification 


Further support for the importance of the recognition 
factor in tea packaging ts supplied by George Witt, gen 
eral manager, National Tea Packing Co., Long Island 
City, N. Y. Witt says that in addition to good brand 
name identification, tea packages must offer good product 
The carton has to shout to the supermarket 
18 tea bays in 


identification 
customer: This is tea 
side . and they are all good!” 

Cartons are helping tea manufacturers sell more tea 
by carrying printed information on special premium of 
fers. The package for Royal Cup Orange Pekoe Tea, 
made by the Batterton Coffee Co., Birmingham, Ala., has a 
side panel printed as a coupon which, along with addition 
al coupons, can be redeemed for household items.’ 

Regular premium specials such as “16 extra tea bays 
for 1¢", are similarly promoted on cartons used by The 
Salada Tea Co., Boston, for its products. 

Folding cartons also offer tea manufacturers an op 
portunity to generate dramatic impact at the point-of-sale 
through use of improved paperboard techniques. Thus, 
the Brownell & Field Co., Providence, R. I., has created 
a striking package made of gold-foil laminated paper 
board for its Autocrat tea bags. The carton also an 
nounces a free offer of 16 extra tea bays in exchange for 
tags from previous bags 

Packaging has further made possible the promotion of 
tea as a gift item. An assortment of four different types 
of tea has been combined in a multiple carton by Mee 
Jun Mercantile Co. for its Mee Jun Hostess Tea Party. 

Economy and versatiliy are features of cartons which 
recommend their use in packaging White Rose Tea, says 
Carl Seeman, Jr., Seeman Bros., New York. The firm 
finds that cartons conform best to automatic packaging 
and mass distribution, and permit the most efficient stack 
ing in food stores. Moreover, Mr. Seeman says, in the 
light of competitive conditions, cartons have proved to 
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Tea packages. 


Party 


CHINESE TEA 


WOSTISS WA PARTY 


Packaging promotes tea as a gift item in this combination unit 
used by the Mee Jun Mercantile Co. for its 


An assortment of four different teas is 


Instant brand recognition was motive behind last redesign of Lipton 
TV requirements were prime consideration 
fication and strong emphasis on highlights were major aims 


Simpli 


Brilliance of new foil 
board is put to use on 
The James G. Gill 
Co.'s tea bag cartons 
Sparkling gold com 
position is printed in 
red and black in an 
Oriental design simi 
lar to that used in 
early teapapers. De 
signed to stand out 
in mass display in 
crowded food stores, 
this dramatic folding 
carton is reported to 
have great appeal for 
women shoppers 


Mee Jun Hostess Tea 


in unique carton 


Lipton Lipton 
4 
TEA BAG 16 TEA 
Ka 
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These tea bag cartons 
topped all food en- 


tries in multi-gravure 


printing in national 
competition. Printing 
is on silver foil. 


Judges said redesign 
was ‘away from" tra- 
ditional tea carton 
colors—red, yellow. 


paperboard — made 
possible by improved 
production techniques 
—enables tea compa- 
nies to put important 
selling information on 
folding cartons. One 
panel of  Batterton 
Coffee Co.'s Royal 
Cup Tea is used for 
special coupon offer. 


be the most successful packaging material in keeping 
down production costs.” ‘ 

Dramatic evidence of the versatility of folding cartons 
in gaining added sales advantage is found in the different 
methods of forming and filling cartons. The Tetley Tea 
Co., New York City, for example, employs the Peters- 
lock type of construction in order to enclose the tea 
The forming 
machines permit Tetley to sheet-feed the white liner 
with the carton blanks 


is formed.* 


bags ¢ ‘sily in a sanitary white paper liner. 
It is then formed as the carton 


The consumer, upon opening the package, is presented 
with tea bags completely surrounded by a white liner 
‘hat has been easily and economically machine-packed 
Here,again, the rigid paperboard requirements for high 
speed machine operations are such that the tolerances 
must be carefully limited 

More effective store display also impelled the Wm 
S. Scull Co., Camden, N. J., 
Boscul tea-bag packages 
16's. 
narrow, food stores stacked the cartons on end to con 
shelf As a the Boscul 


often appeared ‘standing on its head,” 


to change the design of its 
Previously, when the shape of 
Boscul’s 


cartons for i8's and 100’s was long and 


serve space. result, trade name 
according to 
Samuel Cline, Scull’s purchasing Agent 
Cline Scull 


carton’ that is shorter and broader, more in the form of 


To remedy this, says, has designed a 
a square, so that Boscul tea packages will occupy less space 
on food-store shelves at the same time that the proper, 
horizontal position of the firm's trade name 1s assured 
Mr. Cline adds that current tea-packaging trends call 
for greater protection of loose tea because such cartons 


are likely to remain longer on store shelves than tea-bag 


cartons 


As a result, loose-tea cartons are usually sealed 


at both ends, while inner liners recommended to 
protect against dampness during storage 

Protection against hazards other than moisture invasion 
are also vital considerations in tea packages. One ot the 
most outstanding recent developments in folding carton 


As a result, consumers 


are 


improvements its odorless inks 
are assured that the tea they buy will taste the way the 
manufacturer intended it to 

New tea cartons*® have also been designed to dissuade 
shop-lifters from pilfering tea bags from tuck-end pack 
ages on food-store shelves. In the new setup the Hap 1s 
spot-glued to the outside of the carton, The Hap can be 
easily opened by the housewife, but if a filcher attempts 
to open it in the store, the flap stands up, and the carton 
is so obviously marred that it becomes instantly apparent 
to store personnel that it has been tampered with 

When the tea package arrives at the home, the carton 
continues to serve two useful functions: it protects the 
tea bags or loose tea until the contents have been com 
pletely consumed; and it retains the printed brand identi 
fication, reminding the housewife of the product's trade 
name when she makes up her next shopping list 
CREDITS 
1. Lipton carton by Universal Folding Box Co., 
and Alford Cartons, Ridgeeld Park, N. J 
Royal Cup carton by Birmingham Paper Co., Birmingham, Ala 
Autocrat carton by United Board & Carton Corp., New York 
Mee Jun gift package by Robert Gair Co., Inc., New York 
White Rose cartons by Rochester Folding Box Co., Rochester, 
N. Y., and National Folding Box Co., New York 
6. Tetley carton by Alford Cartons, Ridgefield Park, No J 
?, Boscul carton by Gardner Board & Carton Co., Middletown, Ohio 
Pilfer-proof tea carton by William Fitzhugh, Inc, New York 
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Tea marketing potential 


year round 


iced tea is still only a potential 


If any tea men show a leaning toward complacency, pass 
along this note, from an editorial in Advertising Age 

Several men, one of them the editor, stopped at a road 
The food was good, and the editor 


Then 


side inn for dinner 
felt gratified, since he had recommended the inn 
came the drinks-and-dessert course 

One of the men ‘felt the need for iced tea, despite tem 
perature hovering nar the frost mark, and the waitress 
politely but firmly informed him that there was no iced 
tea available 

“Tt to the that if the 
restaurant could supply hot tea (which it could); and if 


seemed to and other two 
it had ice available (which it did), then somehow such a 
simple concoction as iced tea could be managed, and in a 


But the Not 
Not impolite just 


reasonable time, waitress was firm nasty 


Not impatient The restaurant didn't 
have any iced tea 

He finally settled for milk 

But the editor muses It's almost pathetic how miniscule 


things like this can affect attitudes and actions 


Hot tea in thermos suggested 


by Ida Bailey Allen in new book 


Dr. Ida Bailey Allen, authority on cookery, recently com 


pleted a new cookbook entitled “The Sandwich Box, pub 
lished by Fawcett Publications 
In a section called “Beverages for Carried Lunches, Dr 


Allen suggests carrying hot tea in a thermos in lunch box 
carriers, and also on long automobile or train trips 
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Anthony Hyde Gerard L. Brant 


Hyde resigns from Tea Council 
to join McCann-Erickson; 
Brant named acting director 


Anihony Hyde, executive director of the Tea Council of 
the U.S. A., resigned as of January Ist to join McCann 


Erickson, Inc., one of the countries top advertising agencies, 


as staff vice president in charge of planning and develop 


ment 


The post is a new one in the agency, Marion Harper, Jr., 


McCann-Eri kson pr sident said 


the Tea Council, it was announced by Robert B. Smallwood, 


Council chairman 

Mr, Brant, who has been with the Tea Council six years, 
had been serving as assistant executive director 

Mr. Hyde joined the Tea Council in 1948, and was in 


Gerard L, Brant has been appointed acting director of 


troduced to the members of the trade at a luncheon in June 


IRWIN-HARRISONS-WHITNEY, 
TEA IMPORTERS 


NEW YORK + PHILADELPHIA * BOSTON * CHICAGO + SAN FRANCISCO + SHIZUOKA (JAPAN) 
CALCUTTA * COCHIN (INDIA) * COLOMBO (CEYLON) * DJAKARTA (JAVA) * LONDON (ENGLAND) 
MEDAN (SUMATRA) * TAIPEH (FORMOSA) 


COFFEE 


of that year. 

Since then, his work for tea earned for him wide respect 
within the industry, in this country and abroad, and in ad 
vertising and merchandising circles gencrally 

Industry-level campaigns organized <od « nducted under 
his leadership are credited with a 25% increase in tea 
drinking in this country 

Mr. Hyde's abilities came through for the tea industry 
especially well when the old Tea Bureau foundered in 
the wake of India’s announcement in 1952 of her withdrawal 
from the International Tea Market Expansion Board 

With Mr. Hyde taking a leading part in the shaping of 
policy, the trade here did not give way to recriminations. 
Instead, representations were made to the major tea pro- 
ducing countries to rejoin the United States tea trade on a 
direct partnership basis 

Edward J. Vinnicombe, Jr., now president of the Tea 
Association of the U.S.A., and Fred Rosen, now the Tea 
Council's public relations counsel, took off for the producing 
countries to make in-person appeals on behalf of the U. S. 
tea industry 

The result was the International Tea Conference in New 
York City on January 12th, 1953, which paved the way 
for the new Tea Council, a direct partnership between the 
U.S. trade and the producing countries of India, Ceylon 
and Indonesia 

Tea men expressed confidence in Mr. Brant, whom they 
had come to know well in his six years with the Council. He 
had been working closely with Mr. Hyde, with steadily in 
creasing responsibilities as assistant executive director 

As director, the tea men felt, Mr. Brant would continue 

(Continued on page 52) 
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frustration 


.. . the story of African tea 


to fruition 


Association convention 


The first African tea was grown commercially in Natal, 
South Africa, on an estate named Kearsney. It is said 
that the original plants were imported from Assam, but 
I well remember the shockingly poor tea which was pro 
duced and am doubtful of its parentage. 

This venture was subsequently abandoned and the tea 
replaced by sugar. 

In East Africa, Nyasaland was first with small plantings 
put out at about the beginning of the century. Now 24, 
000 acres are under tea. Some of the earliest plantings 
were from China hybrid seed and this accounts for the 
thin weedy character still noticeable from some of the 
oldest estates. Later plantings from Assam seed are of 
a very different order, 

Twenty-five years later, Kenya made a start in the 
Limuru area on forest land at an elevation of 6,000 to 
7,000 feet. Brooke Bond bought one of the first small 
estates in this neighborhood and erected the Mabroukie 
factory. 

In this area are a number of mixed farms which grow 
small acreages of tea, the green leaf from which is de 
livered to the Mabroukie tactory for manufacture and 
disposal under a Brooke Bond cooperative scheme. The 
start of this cooperative effort caused embarrassment to 
two Brooke Bond gentlemen sent to put the scheme over 
to the farmers. Stormy mectings were the result of a 
total lack of belief that anyone, least of all a large com 
pany, would offer the farmers a square deal 

The elevation is somewhat high for free growth, so 
it seems doubtful 1f much more tea will be grown here 
abouts. The slow growth produces the best liquoring tea 
in Kenya, but not much of it. 

The greatest development took place a little Sater in 
the Kericho district, where Brooke Bond and James Fin 


lay were the pioneers. These two already have over 
15,000 acres of tea in bearing, and are steadily develop 
ing new acreage. In 1954 Brooke Bond produced a 


modest 8,000,000 Ibs. from our Kenya estates 

All this tea sprang from our late chairman's probable 
feelings of frustration at the lack of progress in the sales 
branch of Brooke Bond, India, centered at Mombasa, 
East Africa. There we were battling against stiff compe 
tition—trying to sell very expensive vacuum-packed tins 
well above the pocket of the potential African consumer 
Gerald Brooke had heard that there were a few small 


By LESLIE E. GRAY, Director 
Brooke Bond & Co., Ltd. 


This summary of tea production im East Africa in general 
and Kenya in particular was presented to the recent Tea 


plantings up country and conceived the idea that local 
grown tea would give Brooke Bond the edge 

Phil Brindely a director of the Indian business sent to 
reconnoiter in secret the promised tea lands of Kenya, 
had an adventurous first trip to Kericho in a model-1T 
Ford. Brindely’s report said After a good first day's 
run of 20 miles, we reached Limuru in time for tea 
At Londiani the road petered out to a native track and 
when we eventually reached Lumbwa, after dark, with 
an inner tube connecting engine to radiator, we were told 
that ours was the first car to survive this trip” 

Tommy Derby, Brooke Bond's pioneer tea planter at 
Kericho, ploughed up 60 acres for tea the first year with 
his own ox plough, lived in a grass hut and was obliged 
to obtain nearly all his food except cornmeal, with the 
aid of his riffle. 

The directors in London had decided upon a modest 
start with tea growing in Africa. Any more ambitious 
project was quite out of the question because only very 
limited funds were at that time available from the pro 
fits of the United Kingdom tea business. To the Ma 
broukie purchase referred to previously, a purchase of 
5,000 acres was made in the Kericho district out of 25, 
OOO acres which had been cleared under an abortive 
post 1914-18 war farming scheme for ex-officers 


One of the early enthusiasts wrote: “The climate of 
Kenya grew lemons as big as Rugby footballs” The chair 
(Continued on page 51) 


Contour planting of tea in South India. In spite of developments 
in Africa, India remains Brooke Bond's main tea producing interest 
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bution to gro ery chains, as well as one for restaurants, 1s 
also planned 

Special promotional material has been prepared for food 
editors of leading daily newspapers al! cver the country, as 
well as the weekly press and monthly publications. Ap 
petizing pictures of new food recipes have been supplied, 
together with a feature story that includes the recipe. Tea 
is spotlighted as the beverage for mealtime, and the edi 
torial feature includes facts about tea to add even greater 
reader interest 

In addition to this, individually prepared stories have 
been released to nine syndicates, mainly newspaper and 
Sunday supplements. Many of these syndications reach 
more than 2,000 newspapers. Joan O'Sullivan, of King 
Features, as an example, during January will use a three-pi 


ture spread featuring tea with meals. 
One of the point-of-sale pieces for Take Tea and See” Week. pre ; 
Tea Counci] spot TV announcements include a telopcard 


reminding us that it 1s “Take Tea and See’ Week. These 
“Take Tea and See” Week spots,” scheduled for maximum impact, constitute the ad 


vertising element of this year’s drive. Cartoon introductions 


Swings into high gear and testimonials from real people have been added to the 
spot announcements giving them wider appeal 


ks program 
as trade backs progra A TV kit emphasizing tea with meals is going out to 


Tea packers across the country are rolling into high gear tie more than 200 women’s commentators starring on home 
with their tie-in programs on the industry's “Take Tea and maker shows from coast to coast. This kit consists of a can 


ce’ Week of ham, canned yams and pineapple, and brown sugar, with a 
Hot tea with meals is the theme of the “week,” which ts quick-meal recipe featuring tea as the beverage 
) 
really two weeks, January 15th-28th, Adding spice to the promotion is the selection of pretty 


The campaign of the Tea Council of the U.S.A., the model Peggy Ray as Miss Hot Tea.” Peggy, who has ap 
industry-level_ promotion, 1s aimed at reaching the nation peared on numerous top-ranking television shows including 
through all media, including newspapers, magazines, radio, pp, Jackie Gleason Show, the Eddie Fisher Show, the Home 
A merchandising kit for distri 


television and syndicates (Continued on page 52) 
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psychological effects of tea drinki 


By RICHARD L. JENKINS, M.D., Chief 


Psychiatric Research, 


Psychiatry and Neurology Service, 
Veterans Administration, 


Part 1 


This is another of the papers presented to the forum on 
the medical aspects of tea held at the New York Academy of 
Sciences. (See: “Scientists at historic symposium explore 
effects of tea drinking,” June, 1955, CorrEe & TEA IN- 
DUSTRIES, Page 83; “Introduction,” July, 1955 issue, Page 
(3; “Beverage and dietary aspects of tea,’ August, 1955, 
Page 43; A medical appraisal of Tea,’ October, Page 19.) 

The symposium was sponsored by The Biological Sctences 
Foundation, Ltd., Washington, D.C. Dr. Henry ]. Klaun 
berg, executive director of the Foundation, edited the pub 
lication of the symposium papers. 

Italics nm the article below indicates our emphasis, not the 


author's 


It seems trite to observe that man is a social animal. Yet 
it is Important to keep this fundamental fact always in the 
foreground in considering his behavior. Whenever his 
technology enables him successfully to keep his belly full 
and his body warm, his motivations are largely social in 
some sense of the word 

Once he has attained adult stature, man takes his food 
largely in solid or semisolid form, Fluids are taken for 
reasons other than nutrition in the caloric sense Liquids 
other than water* are chosen as a rule, not for their food 
value but rather for their taste, or for their effect upon the 
nervous system, or both. This is even more true of those 
gaseous fluids which man sometimes choose to inhale, such 
as the smoke of burning tobacco—or burning opium 

The primary reason for the psychological effect of tea 
drinking is the physiological effect of a modest dose of 
caffeine on the cerebral cortex. The secondary reasons which 
amplify most of these effects lie in the social customs and 
associations which have built up about tea-drinking 

The physiological effects of caffeine upon the cerebral 
cortex have been listed by Dr. John Krantz as follows 

1. Increased mental alacrity 

2. Alertness and brighter spirits 

3. More acute and dis riminating sensations 

4. Facilitation of association of ideas 

5 Retardation of action owing to more disc niminating 

judgment 

6. Occasional insomnia 
In relation to the last point, it should be noted that very 
few people complain that the drinking of tea keeps them 
awake, perhaps because of the very moderate amount of 
caffeine usually contained in a cup of the brew. The other 
cortical effects of caffeine are noted by tea drinkers, and 
are one reason for the popularity of the beverage 
Man, as a practice, supplements the pharmacological 
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Washington, D. C. 


stimuli he seeks in beverages by psychological and social 
stimuli which reinforce and accentuate these pharmacological 
stimuli. It is one of the interesting facts of social psy hology 
that when a drink having certain physiological effects on 
the brain is used for a social purpose, there develop about 
its use social forms which tend typically to enhance or, 
rarely, protectively to control the effect upon the nervous 
system for which the beverage 1s prized and sought. This 
is an example of one of the consistencies of human behavior 

Two important groups of beverages drunk in part for 
their effect on the cerebral cortex are those which contain 
alcohol and those which contain catterne The former 
depress the activity of the cerebral cortex The latter en 
hance this activity. Alcohol owes its popularity largely 
to its tendency to partially anesthetize the cortex and to 
free the primitive animal which persists within all of us 
from the limiting effects of culture and civilization Man 
turns to alcohol to seek a vacation from the full respons: 
bilities and obligations of being human lea, on the con 
trary, is popular in part because of its Capacity not to reduce 
but rather to heighten the activity of the cerebral cortex, the 
level of awareness, the discrimination of perceptions, the 
enjoyment of intellectual activity, the effective synthesis of 
solutions 

It is noteworthy that different beverages are consumed 
with differing social customs which focus upon enhancing 
different aspects of their pharmacological effect. Crudest, 
perhaps, are those relating to the free drinking of dis 
tilled liquors. We may use as a classical example the eti 
quette of the saloon of the Western frontier. The call for 


(Continued on page 


Cheer a little invalid's day and give yourself an afternoon break 
with tea as 4 pick-up beverage, the Tea Council suggests to home 
makers. For the youngster, add a few teaspoonsful of tea to warm 
milk, or to water with an orange or lemon drop at the bottom of 
the cup for added nourishment 
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Two-thirds of tea drinkers 
are loyal to brands, 
others switch, survey shows 


Two-thirds of all tea drinkers are loyal to their favorite 
brand, but one-third of the consumers usually switch from 
one brand to another. 

These findings were made in a recent survey on the market 
ing of the beverage conducted by Beaumont and Hohman, 
Inc,, Chicago 

In the 
regional offices, it was learned that 32% of the purchasers 


11 cities where Beaumont and Hohman maintains 
frequently switched from brand to brand 

‘Desire for variety” was named by 40% of those who 
picked a different package off the shelf, but 290% could give 
Only 9% said 
they sought a lower price and just 5% admitted being in 


no specific reason for making a change. 


Huenced by premium offers 
Of the respondents who usually buy the same brand, 35% 
adhered to their choice because of “preference,” 27% liked 


the taste, and 14% said it was “just habit 


Don Peterson heads TA merchandising committee; 


Compton chairs brewing; other committees named 

Donald L the Tea 
Association's merchandising committee, it is revealed by 
announcement of committee heads and members for the 
coming year, 

The committee chairmen and members are 

Grocery: J. R. Bryant, Jr., H. W. Chapman, Hugh J. 
Davern, Harry L. Evans, Richard M. Field, James Glenn, 


Peterson continues as chairman of 


J. P. Graham, R. E. Liptrott, Carl Seeman, Jr., Harold 
L. Suttle 

Restaurant: Philip I. Eisenmenger, vice chairman, R. 
M. Howell, A. Ireland, William Keogler, Jr., R. Manley, 
Carl Seeman, Jr., Neil H. Thomas, George N. Witt. 

Brewing: Robert Compton, chairman, A. W. Dimes, 
N. R. H. Fleming, William H. Hall, Carl Hull, William 
H. MacMelville, Angus McAdam, Allan McKissock, Jr., 
Russell W. Morse, Thomas J. O'Rourke, Thomas E. Shea. 

Tasting panel: Albert Guarino, chairman, William A. 
Congalton, Al Grille, Norman Langer, Herbert C. Lear, 
Stanley Mason, Herbert Thomas, Herbert W. Wolfertz. 

Membership: George N. Witt, chairman, Laz Aron, 
C. William Felton, J. Haigh, Philip Hellyer, Angus Mc- 
Adam, Thomas J. O'Rourke, John B. Ruth, Thomas E. 
Shea, Hayes G. Shimp, Jr., Ed Spillane. 

Importers: Oliver Conway, chairman, Joseph Diziki, 
Clement Hakim, P. C. Irwin, Jr., William Jebb, Norman 
A. Langer, William Pokorny, E. Vere Powers, Henry 
Semke, Thomas E. Shea, R. D. Thomson, Dominic Vaskas 
Robert Weiskopf, Joseph Wertheim, Herbert W. Wolfertz. 

Marketing research: Einar C. Anderson, chairman, J. P. 
Graham, J. R. LaCroix, R. E. Liptrott, D. L. Peterson, 
John D. Phillips, Keene Roadman, Donald A. Wells. 

Trade and public relations: Joseph Diziki, chairman, 
John W. Colpitts, C. William Felton, P. C. Irwin, Jr., 
Robert Lewis, Jr., Max Margolies, Allan McKissock, Jr., 
Oscar J. Nickel, Thomas J. O'Rourke, John D. Phillips, 
Ed. Spillane. 

Advisory: J. Grayson Luttrell, George F. Mitchell, 
Robert B. Smallwood, Henry P. Thomson, Samuel Win. 
okur, 
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JAPAN GREEN TEA 


Japan Tea [ixporters’ Association 


Carefully grown 


Carefully selected 


Cable Address: 
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Sept. Oct. Nov. Dec. Year Jan. Feb. 
Black 1954 1954 1954 1954 1954 1955 1955 
Ceylon 2.190 1.653 1.640 1.963 39.856 2.363 2.201 
India 2,144 2.410 3.585 40,871 3.188 5,067 
Formosa 677 621 172 4,799 801 362 
Java 329 629 10,004 1,206" 
Africa 677 67 32 «5,710 134 199 
Sumatra 383 86 64,691 
Indonesia 816 
Japan 217 


580 571 $2 5.461 


Misc. 


Green 


*Combined with Sumatra 


Tea Movement into the United 
(Figures in 1,000 pounds) 


Japan 242 231 7 
Misc. 27 j 5 3 5 ) a 2 
Oolong 

l'ormosa 58 70 377 36 9 10 12 21 4 02 1s 
Canton 28 10 14 ‘ 93 2 5 6 12 
Sentd Cntn 14 10 13 3 64 2 2 7 11 10 9 ) 0 \ 1 
Misc. 2 14 ? 3 

Mixed 10 138 1 6 10 12 5 13 l 7 bh 13 14 
TOTALS 7,630 6,490 6,522 8.051 115,715 8439 9,591 14,977 9,860 8,717 4902 5,797 7,685 8,052 11,995 6,910 

Based on reports from U. S. Tea Examiner 


Figures cover teas examined and passed, do not include rerections 


States 


Mar. April May June July Aug Sep Oct. 
1955 1955 1955 1955 1955 1955 1955 1955 
3348 2.958 1,925 3,219 4,136 82 «64,810 
3,162 3,333 O55 O47 1416 
319 69 42 077 3853 407 39) 20 
280 61 812 11 1006 S45 1,85 1,00. 
160 25 14 20 3B2t 327 
561 245 181 133 


frustration to fruition 


(Continued from page 47) 


estate not a 


Eventually 


man promptly wrote back ‘| want a tea 
lemon”. Locally-grown tea did help sales. 
Brooke Bond was asked to undertake packing and distri 
bution in Kenya, Tanganyika and Uganda for practically 
all the producers 

At the time this cooperative Associated Tea Growers 
of East Africa venture started, less than 1,500,000. Ibs 
of tea were consumed annually, but now it 1s five times as 
much. This was achieved by keeping the price as low 
as possible (even during booms) to encourage the tea 
habit, intensifying direct distribution by tricycle, hand 
cart and van to the smallest of retatl outlets, so that fresh 
tea was offered in quantities small enough to come within 
the modest means of the African retailer 

Brooke Bond also became the major tea producer 
Tanganyika, where we own nearly 6,000 of the 10,000 
producing acres. The quality of the tea ts better than 
in Kenya, particularly during the dry months of June 


to October, but the yield per acre its less than half and 
Further development 


costs are therefore much higher 
is taking place but less intensively than in Kenya 

Kenya enjoys an advantage over 
Tanganyika and Nyasaland in a well distributed rainfall 
and equable climate, permitting all-year plucking. The 
result ts larger yields of tea varying little in quality 
throughout the 12 months. As I said earlier, the quality 
is not fine or even good, by high-grown-Ceylon and the 
standards, But it the very best “bread 
variety which I know. Subject to proper 


inestimabl both 


Assam is 


and butter” 
manufacture in the factory, Kenya can turn out month 
in month-out a bright colory neutral medium quality 
product which can be blended with anything without 


best 


spoiling the whole 


oc 
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ing to spend a lot of 


In other words, if you are hav 
money on your fine Ceylons and Assams and Nilgiris, 
you can work in a few chests of cheaper Kenyas in each 
mixing without detriment to the final result 

I don't want to mislead you about this A good 
blender never tries to make a medium quality blend by 
mixing good and common teas. It just doesn't work 
the coarse or burnt or common tasting teas will always 
ruin the good components But it ts often necessary to 
break down the price of very expensive teas, and for 
this purpose the neutral medium teas fill the need very 
well. 

By the way, I should not like to leave the impression 
that Brooke Bond's main interest is in Africa, It is not 
As producers of nearly half the world’s exportable tea, 
India must be and will remain in the foreseeable future 
We are responsible 
for a planted area of approxi 


our prime preoccupation there 


in North and South India 
mately 12,000 acres, annually produc ing 12,000,000 Ibs. of 


made tea 
Indian distribution 


to our Indian distribution 


Much of this feed 
which is supplied by five packing factories strategically 


placed throughout the sub-continent so as to be adjacent 


to the main consuming areas and the hubs of rail com 
munication At least 40% of all tea consumed in India 


is packeted in these factories. Thanks to our own pro 


duction and to the size of our operation, we can deliver 
fresh tea cheaply to many of the smallest population 
centers 

It is duty on packeted tea 
receiving tea as cheaply he 
is for cheap tea to be 


that 


consumer 


unfortunate an 


the as 
because the need tn India 


350,000,000 people who crave to 


pre vents 
should 
made available to the 
consume this comforting beverage but who have not the 
means to buy it 

It is poing to be a close race between the improving 
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standard of living of these 350,000,000 people and the 
expansion of Indian tea production 

I would not like to bet on the result, but taking the 
long view, we can be reasonably certain that there is 
little likelihood of tea being produced in excess of de 
mand 

I prefer at the moment not to commit myself in regard 


o the short 


view: there are too many imponderables, 
strikes, shipping delays, governmental interference with 
the free flow of the commodity, inflation and restriction 
of credit, to mention the chief of them 


At one time it was only the weather 


"Take Tea and See" Week 


(Continued from page 48) 


Show and many others, is making personal appearances on 
many network TV shows, as well as on local New York 
yrograms 


_ 


Radio enters the tea picture through special material pre 
pared for use by “disc jockeys’ all over the country during 
Take Tea and See’ Week. The material 


of 24 songs which have ‘tea’ 


includes a list 
titles, a selection of well 
known ‘tea’ terms, and many interesting facts about tea and 
its history 

radio wire 


Associated Press and 


United Press SETVICES, 
which cater to most of America’s thousands of radio stations, 
have been advised about ‘Take Tea and See’ Week. They 
have received new recipes which make a perfect meal when 
topped off with a cup of tea, in addition to new items 

Business stories pointing out the ever-inc reasing popularity 
of tea have been supplied to wire services. Highlighted are 
such interesting facts as the tea consumption of the average 
American adult--approximately 200 cups per year 

Grocery chains and restaurants have received merchan 
dising kits telling of the advertising and promotional support 
to be given “Take Tea and See’ Week and offering attractive 
displays and posters for use in stores and restaurants during 
the 14-day period, 


Hyde joins McCann-Erickson 


(Continued from page 46) 


the Council's bold leadership in enlarging the market for the 
product 

Before his association with the tea industry, Mr Hyde 
held various executive positions, including promotion di- 
rector of the Washington Herald; advertising director of 
the Philadelphia Gas Works Co. ; account 
for Young & Rubicam and Lord and Thomas, 


and executive 

During the war, he had various top level posts in govern- 
ment, such as special assistant to Fred Vinson, and Deputy 
Director of War Mobilization and Reconversion. Immedi 
ately after the war he was associated with Arthur Newmeyer 
and Associates, a Washington public relations firm 

Mr. Hyde graduated from Yale in 1929, is married and 
has a son, Anthony Jr. He ts a member of the Yale Club 
and a former National Junior Saber champion. 


Fred Wichmann dies at 72 


Fred Wichmann, widely known in the tea industry, died 
recently at the age of 72 

Mr. Wichmann had been in tea for 50 years, first with the 
G. B. Farrington Co., in New York City, and later as tea 
buyer for Arnold & Aborn, Inc 
out the Farrington firm. 

Mr. Wichmann retired shortly after Arnold & Aborn 
moved in 1951 from New York City to Linden, N. J 

About 18 months ago Mr. Wichmann underwent an oper 
ation from which he never fully recovered 


, after that company bought 


Argentina and Chile to buy tea in Calcutta 


Argentina and Chile will henceforth buy tea in Calcutta 
and not in London, according to a report in Tea Trade 
and Industry, India 

In Chile, the purchase of tea will be in the hands of the 
I.N.A. Co., a state trading Corporation, 


TEA 


91 WALL ST. 
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ESTABLISHED 1898 


We offer a comprehensive Tea Brokerage 


service based on experience of many years. 
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Always ready to serve you. 


CLEMENT M. HAKIM 


Tea Importer 
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solving a coffee 


handling problem 


By ARTHUR CLARK, The Rapids-Standard Co., Inc. 


Chicago 


This field report outlines a solution to a coffee handling 
problem at Swanson Brothers, Inc., Chicago, packers of 


Gold Prize Coffee. 


PROBLEM 

This wholesale coffee firm formerly filled customer orders 
on an individual basis, setting up four production lines as 
needed to supply the grinds and package sizes specified 
When one order was completed, packing lines were snut 
down and adjusted to handle the next group of items. All 
packages had to be whecled on platform trucks from packing 
area to elevator 155 feet--for the trip down 
into the basement shipping room 

EQUIPMENT INSTALLED: 

1. Forty 10-foot sections of laned Rapid-Wheel gravity 
conveyor used for tiered gravity storage racks in the base 


a distance of 


ment 

2. Fifty feet of Rapid-Wheel, from production lines on 
the first floor to the basement rack storage area 

HOW THE SYSTEM WORKS: 

1. Bags of coffee from packaging lines are combined 
into larger order-units and wrapped, then placed on a near 
by line of Rapid-Wheel conveyor. Packages flow by gravity 
to a chute leading through the floor, and transfer to another 
line of Rapid-Wheel mounted near basement ceiling 

2. Packages flow across the room to storage racks made 
up of tiers of Rapid-Wheel conveyor spaced to accommo 
date the varied sizes and grinds. 

3. Packages are removed from the supply line and 
placed on the proper tier in the rack, flowing by gravity 
to a point near the order desk. Here the shipping clerk 
removes the items as needed to make up customer orders 

RESULTS: 

1. Packing oprations formerly handled at another loca 
tion were transferred to this plant after installation of the 
conveyor system, saving time, labor, and overhead costs 

2. An average of 20,000 pounds of coffee are packed 
per day, a 4% increase in production with a smaller crew 

3. Rack storage keeps stock always accessible and visi 
ble, without repiling 

4. The handling system permits a change from cartons 
to paper bags for packing the arder-units, saving $20-$30 
per day on materials. 

5. Coffee freshness and 
sured through first-in, first-out corcol of inventory 

6. Plant safety conditions and appearance are improved 
by elimination of floor trucks, with the elevator freed for 
other handling jobs 


customer satisfaction are in- 
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Packages move across the room on racks to a point near the order 
desk, where the shipping clerk takes them as needed to fill orders. 


7. The system saves an estimated $375 in labor costs 
per week, with members of the handling crew released 
for productive work around the plant 

K. R. Lunquist, General Manager of Swanson Brothers, 
Inc., says of the Rapistan System, “We are well pleased 
with the economies effected by our conveying equipment 
which speeds up handling of our product through racking 
and order-filling operations, We find there is less strain 
on one packing room and shipping personnel which has 
substantially minimized errors.’ 

SUMMARY : 

A coordinated system of gravity conveyor that speeds up 
handling and storage of packaged coffee has cut costs sub 
stantially while improving inventory control, customer satis 
faction, and plant safety and housekeeping conditions. The 
system eliminates production-line down-time and insures 
faster delivery of an always-fresh product 


Tea bags at Boston Tea Party 


Fifth graders at Kuest Elementary School, Dallas, Texas 
stuck closely to history in telling the “Boston Tea Party 
Story 

Miss Claudette Bradshaw's class had an afernoon party 
for parents and named it after the historic Massachusetts 
ship raid 

Each visitor got a tea bag with his or her name on it 
and the children put on a pantomime of the Boston Tea 


Party 
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Packettes 


Sees good year in 1956 for can industry 


Aonther good year, with substantial gains in business, 1s 
scen for the metal can industry in 1956 by William ¢ Stolk 
president of the American Can Co. 

He said that in each of the last four years the can in 
dustry has attained new production levels and that the trend 
is almost certain to continue through 1956 and through 
the years beyond 

Mr. Stolk estimated 1955 can production at about 38 
billion units, compared to 36.2 billion the year before, Out 
put in 1956 should range between 39 and 40 billion units, 
and within the next four or five years should be well over the 
10 billion can mark, he said. 

Cans for coffee as well as such products as motor oil, 
shortening, pet food and other large volume items all are on 


the upswing, he said 


Predicts record in 1956 for folding boxes 


A record year for packaging generally and for folding 
cartons specifically is forecast by Norman F, Greenway, 
president of the Folding Paper Box Association of America 

Mr. Greenway predicts that total industry volume in 1956 
will increase 100% to close to $900,000,000, absorbing a 
total of 2,500,000 tons of Overall, he 
America will use 100 billion folding cartons to preserve, 
protect, carry, and sell almost every type of product 


boxboard. said, 


Tenderleaf Tea and La Choy 


tie-in with combination deal 


La Choy, Chinese foods manufacturer, has joined forces 
with Standard Brands Inc. to offer eight Tender Leaf Tea 
Bays with every package of La Choy Chicken Chow Mein 
Dinner 

The two companies have cooperated in designing a special 
combination package for this promotion, 

Powerful advertising support includes full-page, four-color 
ads in Better Living, Vamily Circle, Woman's Day, and 
Everywoman's, plus the television salesmanship of Arlene 
Francis on the popular NBC Home Show. 

This is a complete in-store promotion with no coupons, 
box-tops, or write-ins. Dealers receive their normal profit 
on the tea, in addition to their regular La Choy profit. 


Named vice president of Arkell & Smiths 

Roy E. Jury has been appointed a vice-president of Arkell 
and Smiths, it was announced by S. S. Yates, president and 
chairman of the board 

Mr. Jury previously was Western division sales manager, 
in which capacity he will continue, with offices in Kansas 


City 


Hamburg coffee exchange to reopen 
The Hamburg coffee futures market is expected to be 
reopened early in 1956, according to trade sources. 
Preparatory work has now been completed but a few 
administrative problems still need to be settled, 


54 COFFEE & 


John N. Curlett elected president 
of McCormick; Parkinson named director 


John N. Curlett has been elected president of McCormick 


& Co., Inc., Baltimore, it was announced by Charles P. Mc- 
Cormick, chairman of the board of directors. 

Mr. Curlett, executive vice 
president of the company, as- 
sumes the title which was 
held by Mr. McCormick since 
1932. Mr. McCormick will 
continue in the active capacity 
of chairman of the board. 

T. Carter Parkinson has 

been appointed director of 
sales, consumer products di- 
vision and elected to the board 
of directors 


Mr. 


serving ds 


been 


had 


promotion 


Parkinson 
John N. Curlett salen 
manage 

Mr. Curlett is a graduate of the Polytechnic Institute and 
Ohio Wesleyan University. He joined McCormick in 1930 
and was elected to the Board of Directors in 1935. A year 
later he was named a vice president, and in 1950 he was 
appointed to the position of executive vice president. Mr 
Curlett has also served as president of the western divisions 
of McCormick & Company 

Throughout his business career, Mr. Curlett has been 
active in trade organizations and civic affairs. He is a 
former president and member of the board of governors 
of the Flavoring Extract Manufacturers’ Association. 

Currently, Mr. Curlett is a director of the Grocery Manu 
facturers’ of America, Inc., and a member of the board of 
trustees of the Food Law Institute and of the Nutrition 
Foundation 

Mr. Parkinson was employed by McCormick in 1946 as 
a salesman, since that time has held a number of 
positions with the company, including assistant to the 
vice-president, sales manager Atlantic division, and_ sales 


and 


promotion manayer. 


psychological effects of tea 


(Continued from page 49) 


“All hands on the bar,” the unmistakable and deadly insult 
which was passed if a right-handed man, when invited to 
drink, picked up the proffered glass with his left hand, 
thereby leaving his gun hand free—-these clearly relate to 
the psychological effects of whiskey on the male members of 
a frontier society. For, of course, drinking whiskey was 
considered appropriate only to men, never to women, Only 
men can be forgiven a lapse into primitive behavior 


There is, perhaps, less emphasis upon crude and compe- 
titive self-assertion and more upon fellowship among men 
in the social pattern of the roistering singing beer parties 
of the students of old Germany and some of modern 
America Yet, these partics show patterns of behavior 
which effectively strive to celebrate and to intensify a calcu 
lated retreat from the restraining dominance of the cortex 
to the aggressive dominance of the muscles—or the primi 
(Continued on page 63) 
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Now associated with Lever Bros,, Mr. Broderick was on 
the staff of Givaudan Flavors, Inc., when this article was 


written, 


After vanilla beans are cured and conditioned for the 
proper length of time, they are ready for packing and 
grading. Depending upon 
the source of vanilla beans, 
the packing and grading 
vary, so the most logical 
procedure is to discuss the 
various sources of vanilla 
beans, and the grades and 
method of packing at the 
source. 

The greatest bulk of va- 
nilla beans on the market are 
the so-called Bourbon beans, 
which obtain their name 
from the island off the 
southeast coast of Africa. The principal sources here 
are Madagascar, Reunion (formerly Bourbon), Comores, 
Seychelles. 

Bourbon beans are graded as follows: extra, first, se 
ond, third, ordinary and vrac. The vrac, or cuts, are 
loose beans or splits that are not bundled and are gen 
erally drier, are not very flexible, and contain physical 
defects, such as splits and spots. 

When the beans have been conditioned, they are gen 
erally bent and wrinkled. They are usually straightened 
by pressing them one by one between the thumb and 
the idex finger of one hand while pulling with the 
other hand. This procedure improves the appearance of 
the bean, which is one of the major considerations in 


grading. 

As explained under the section on curing, the better 
grade beans are generally higher in moisture and are 
more flexible and pulpy, thereby making a better ap 
pearance. The better grade beans are generally longer 
and contain few spots or splits. 


JANUARY 1956 


THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


VANILLA BEANS 
. . « packing, grading, sources 


By JAMES BRODERICK 


The best grade beans are those beans, free of mold, 
that are long, flexible, have few imperfections and have 
a relatively high moisture content. As the beans grow 
smaller, or drier, and consequently less flexible, or have 
physical imperfections such as splits or spots, they are 
placed in lower categories 

For packing, the better looking beans are selected for 
the outside and the straighest ones for the center of the 
bundle. The number of beans per bundle and number 
of bundles per tin depends upon the grade and size of 
bean. The larger and better grade beans generally con 
tain 5O to 70 beans in each bundle. Each bundle is then 
tied with two turns of string at the center and at each 
extremity. The string used for tying must be perfectly 
dry to prevent mold and spot formation 

To make it easier to examine the beans, it is Customary 
to remove the ties from the ends of the bundles of Bour 
bon vanilla beans before export. This procedure gives 
Bourbon beans their own characteristic appearance 

Other beans are also readily recognized either by the 
bean itself, the method of packing or the different 
colored strings used for packing 

After bundling, the beans are placed in tin cans that 
have been lined with wax paper to prevent the beans from 
making contact with the metal. The weight of beans 
per tin will vary from about 15 to 40 pounds, depending 
on the source and grade, Each tin contains beans of the 
same quality, and the grade, number of bundles, length 
of bean, total weight, year of crop, etc., are placed on the 
label. These tins are put in strong wooden cases, six 
tins per case, tor transport from the Indian Ocean regions 

Sometimes beans are repacked in the United States 
by vanilla importers but usually the original tins are 
received by the vanilla manufacturer 

The next largest source of vanilla beans after Bourbon 
beans 1s Mexico beans 

In Mexico, the vanilla bundler ts called the “amarra 
dor” Vanilla beans are bundled in a manner similar 
to Bourbon beans, but generally with a string around each 
end and none in the middle. They are not tied as closely 
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to the stems as the Bourbon beans and the strings are 
not subsequently cut. The tail end of the outer layer 
of beans is bent inward, making a symmetrical bundle. 
Sometimes a shipment of these beans will contain a 
woven piece of some sort, such as a basket, made from 
the more flexible beans. 

The tins of Mexican beans generally contain 35 to 40 
pounds and four tins are placed in a wooden box and 
shipped to Vera Cruz by river and mule pack. Probably 
90 per cent of the Mexican crop goes to New York and 
nearly the whole crop is consumed in the United States. 

Mexican beans come in the following grades: ordinaria, 
mediana, buena, superior and cuts. Mexican cuts corres- 
pond to Bourbon vrac 

Tahiti beans are third in importance to the Bourbon 
and Mexican beans. Tahiti beans are generally imported 
into the United States through San Francisco, but con- 
siderable quantities are shipped to France and Germany. 
They are shorter and lighter colored in appearance than 
Mexican and Bourbon beans, and although supposedly 
transplanted from Mexican cuttings, they are drastically 
different in appearance, odor and flavor. Unlike most 
other beans, Tahiti beans are packed in large tins, and 
the weight of beans per tin is about 90 to 100 pounds 

There are five grades of Tahiti beans: dark blue label, 
pink label, white label,yellow label and green label. The 
green label represents the poorest quality. Black label 
represents damaged beans and are seldom seen, 

Th beans sold under the name South American beans 
usually are beans of fair to good quality, obtained from 
Guadeloupe, the Dominican Republic and Martinique 
The chief disadvantages of these beans are the lack of 
a constant source of supply and non-uniform quality, 

They come in two grades: bundled and unbundled, and 
when purchased judiciously give a very economical and 
good quality product 

Due to recent work by the Puerto Rican Agricultural 
Station, Puerto Rican beans are of very good and uniform 
quality, The production of these beans, however, is 
somewhat limited and probably will never amount to any 
sizable amount, mainly due to the relatively high cost of 
labor in Puerto Rico, compared to other areas. 

Puerto Rican beans are sorted as follows 

l Whole beans all defects 

2, Whole beans very dry or spotted. 

3. Split beans 


free of 
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Dear Sir: 


Lerrers 


TO THE EDITOR 
Availability of Pepper 


(in tons of 2,240 pounds) 
Lampong Black Pepper 


Carryover December 1, 1953 
Crop 1954 


Carryover December 1, 
Crop 


Malabar Black Pepper 


Carryover December 1, i954 


Carryover December 1, 1953 
1954/5 


Crop 1953/4 Crop 
Sarawak Pepper 


Carryover December 1, 1953 Carryover 
Crop 195k Crop 


~ 2,9209 
-13,000 
Muntok White Pepper 


Carryover December 1, 1953 
Crop 


Carryover 1, 1954 
Crop 1955 


Borneo Pepper 


Crop 


56,7814 


7,000 7,000 


Less Indien consumption 
Less indonesian " (Muntok 
White Pepper) 


Exportable - 56,293 49,0708 
Dear Sir: 

We refer to the pepper report published in the Sep- 
tember issue of Corree & TEA INDUSTRIES on Page 81, 
and we are forced to take exception to the statistics con 
tained therein. The U. S. government report from which 
your data emanate has been questioned by us. 

Your publication, which has worldwide distribution, has 
been read by many, and unfortunately an erroneous picture 
of the pepper position is in the minds of said readers 

We enclose herewith the statistical position of pepper in 
the main producing areas as we estimate it, and suggest 
that you publish same in order to correct the wrong 
opinion which resulted from your previous report. 

Insert chart here) 

We might mention also that estimating crops is at best 
a hazardous occupation, but we would venture to say that 
our total figures, when everything is shipped, will prove 
$00 to 1,000 tons. 


correct with 


J.P. Fochtman 
Internatio-Rotterdam, Inc. 


New York City 


BEANS 


VANILLA 


Our 100th Anniversary 


THURSTON & BRAIDICH 


286 Spring St. New York, N. Y. 


DAMMANN & CO., INC. 


VANILLA 
BEANS 


71 Murray Street New York City 
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A Finer Vanillin 
of Exquisite Aroma 


ZIMCO® LIGNIN VANILLIN, U.S.P. 


Chemical 


SUBSIDIARY OF STERLING ORUG INC 
1450 BROADWAY, NEW VORK 18, N. Y. 
2020 Greenwood Ave., Evanston, IIl. 
FACTORY: ROTHSCHILD, WISCONSIN 
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This report on what may be a signifwant development in 
world pepper production is from USDA's “Agricultural 
Research.” 

Demand for black pepper among United States cooks 
and chefs pushed the imports of this most popular of our 
spices to about 35,500,000 pounds last year 

Prices—the average was 73 cents a pound wholesale in 
1954—are subject to extreme fluctuation depending on 
supply 

Unsettled political conditions in the Far East cause our 
source of pepper supply to be continually threatened 
That's why USDA plant-introduction scientists are con 
sidering prospects for commercial blackpepper culture in 
the American tropics, particularly in Puerto Rico 

For this purpose, cuttings and seeds from many sources, 
including a collection by ARS botanist H. S. Gentry, have 
been grown under quarantine at USDA's Plant Introduc 
tion Garden, Glenn Dale, Md. Here, by applying newer 
propagation methods than those used for centuries in the 
Far East, horticulturists have speeded up the growing of 
enough pepper plants for field trials in Puerto Rico, 

In pepper-growing countries, vegetative cuttings up to 
two feet in length are used for propagation, since the 
seed does not run true to variety. The cuttings are pushed 
into the ground around the base of a shade tree or in a 
nursery bed. Rooting takes several months and survival 
is sometimes as low as 5%. 

At Glenn Dale, out of a shipment of 200 cuttings 
of two high-yielding varieties from India, only 14% 
rooted after two months and longer, even under ideal 
greenhouse conditions. Survivors were used for trying 
more rapid propagation methods 

Pepper vines develop aerial roots at the leaf nodes. These 
aerial roots function as normal roots in the soil. Using 
single pepper-vine leaf-node cuttings, horticulturist J. L 
Creech reports rooting the first leaf-node plants in seven 
to 14 days 

An aid to faster propagation devised at Glenn Dale now 
supplies leaf cuttings with roots already developed, eliminat 
ing the care needed by unrooted cuttings. Bamboo poles 
covered with sphagnum moss are placed behind each plant. 
As the pepper vine grows, each leaf node sends roots into 
the moist moss. The roots also help to hold the vine up 
right. When the vine reaches the top of the pole, a new 
crop of cuttings is ready 

A quantity of black-pepper leaf-node cuttings was ship 
ped to the Federal Experiment Station in Puerto Rico be 
tween September, 1953, and July, 1954. H. E. Warmke, 
officer in charge, reports that these plants have been in 
creased to 2,400. They're thriving and seem well adapted 
to the tropical conditions 

Mr. Warmke says it's too early yet to evaluate black pepper 
as a commercial crop for the island, since it takes three to 
five years to reach a marketable stage 


1956 


JANUARY, 


black pepper comes west 


improved propagation method is aiding 
establishment of plots in Puerto Rico 


Plant stock is cut back from the top of a pepper vine and a single 
leaf-node cutting (left) potted in greenhouse—will soon provide 
a new crop of cuttings. The leaf node develops long leaders from 
auxiliary buds in six weeks (right). The new plant is up on a mossy 
pole in two months. 


Elected president of Sterwin Chemicals 


Election of Robert S. Whiteside as president of Stet 
win Chemicals, Inc., a subsidiary of Sterling Drug, Inc 
was announced by J. Mark Hiebert, president of the 
parent concern 

Dr. Reginald C. Sherwood was named vice president 
and technical director and William X, Clark vice press 
dent in charge of sales 

Mr. Whiteside. who succeeds the late P. Val. Kolb, was 
formerly vice president. He joined the Sterling organs 
zation in 1941 as technical director of Sterwin Chemicals 

Dr. Sherwood has been technical director of Sterwin 
since 1946. Mr. Clark had been sales manager 


Rowntree elected R. T. French v. p. 


O. C. Rowntree has been elected vice president of the 
R. T. French Co., Rochester, N. Y., food and spice pro 
CeSssors 

Mr. Rowntree, who was born in Se arborough Enyland 
was educated at Bootham School, York, Queens Collepe 
Oxford, the Sorbonne in Paris, and Bonn University in 
Germany 

Mr. Rowntree joined Reckitt & Colman, Ltd.. of Hull 
England, in 1935 and worked in that company's associated 
house in France, Belgium and Holland before World 
War II. In 1946, he was elected a director of Reckitt & 
Colman (Overseas) Ltd 

In 1947, he moved to the R. T. French Company in 
Rochester, N. Y.. and was elected director end assistant 
to the president in 1949 
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SCHUTZ-O'NEILL TWO ROLLER MILL 


At Rates 
Up to 

300 Ibs. 
Per Hour 


The Schutz-O'Neill Two 
Roller Mill is mounted 
over a Gyrator Sifter to 
form a compact, com- 
plete spice grinding mill, 


Inside view shows 
corrugoted grind- 
ing rolls and nylon 
bristle brushes that 
sweep roll to clean 
corrugations. 


OILY SPICES 
with extremely small loss of volatile oils and fewer fines 


nutmeg, mace, pepper and others—are ground 


in a Schutz-O’ Neill Two Roller Mill. The cool opera- 
tion of this mill contributes to its successful grinding of 
the oily spices. Uniform particles are produced by the 
mill’s two 9x18-inch corrugated rolls that operate at 
differential speeds. 


IN THE SET-UP ILLUSTRATED, the T'wo Roller Mill discharges 
its product straight down into a Schutz-O’ Neill Gyrator 
Sifter where the finished product is separated from the 

small amount of coarse tailings. 

A 5 HP electric motor powers the mill while the 
gyrator sifter is powered by a 2 HP motor. 


TYPICAL PERFORMANCE REPORTS: 


CRACKED WEST INDIES NUTMEG 
200 pounds per hour 


5°) of product minus 20 mesh 
64°), of product minus 28 mesh 
36°) of product minus 42 mesh 


INDIES NUTMEG 
300 pounds per hour 


92°, of product minus 20 mesh 
75°, of product minus 28 mesh 
52°) of product minus 42 mesh 


CRACKED EAST 


327 Portland Avenue 


15, Minn. 
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Vanilla beans 


(Continued from page 56) 


They are bundled and packed in a manner similar 
to Mexican beans and are, in fact, very close to Mexican 
beans in all respects, 

Java beans, which were almost an unknown article 
during and shortly after World War II, are often a very 
good quality bean. The production of these beans never 
reached any sizable quantity, and the Pacific warfare, 
coupled with the later revolutions have heaped great 
destruction on the Java vanilla bean industry. From 
time to time a small lot of Java beans is obtainable, but 
it will probably be some years before a standard quality 
is again available. 

Java beans are ideal where large yields are desired, 
such as in oleoresin of vanilla, etc. 

As far as we have been able to ascertain, Java beans 
come in just three grades, ‘A’, B", and “C” qualities. 

Although not classified as vanilla beans and the use 
of these beans constitute an adulteration, Vanillins or 
“wild vanilla beans” are sometimes used in vanilla ex- 
tracts. They are large, flat, gummy beans packed loosely 
and having a very inferior odor, more like Tahiti beans 
than Mexican or Bourbon beans. They grow wild in 
Gaudeloupe, Mexico and other sections of South and 
Central America. 

Under average favorable conditions, the production of 
the various kinds of beans has been estimated as follows: 

Bourbon 1,250,000 pounds. 

Mexican 600,000 pounds. 

Tahiti 200,000 pounds. 

South American 50,000 pounds. 

Java 37,000 pounds. 

Puerto Rico 5,000 pounds. 


Established 1885 
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Samplings 


By MARK M. HALL 


8 8 The report along coffee row at the 
close of the year is that the trade is buy 
ing very cautiously. Green prices are ex 
pected to go lower after the first of the 
year, though this movement has _ been 
somewhat delayed by the rains in countries 
furnishing the milds. 

Roasters have been allowing — their 
stocks to run down, The retail trade and 
supermarkets have also been reducing 
stocks, expecting to replace at a lower 
figure. These two factors could possibly 
create so strong a demand after the 
first of the year that the effects of larger 
supplies would be temporarily offset 

Milds have probably experienced the 
greatest decline in recent weeks, with the 
differential between them and Brazils nar- 
rowing. If the movement continues prices 
should reach a level at which buying will 
enter the market and greater activity re 
sult, for it is reported that public con 
sumption of coffee is coming back 
@e@eThe San Francisco Coffee Club 
season and tne reign of John Cognetta 
ame to a close at the annual Christmas 
golf, banquet and entertainment at the 
California Country Club. Coffee men are 
golfers almost before they are roasters 
or green men. Interest ran high in the 
game, and there were some good scores, 
even though the course was very damp 
from the rains 

\fter golf and the arrival of non- 
golfers, the boys “had fun” building up 
their appetites in the tap room. Then to 
the banquet room, with Norman Johnson 
Irving to act as announcer, but the ex- 
uberence of the boys stopped him in’ his 
tracks. Then Harold King tried to tell 
a joke, but that was gone with the wind 
before he got started 
Somebody helped himself to the cham 


pagne at the head table, reportedly fur 
nished by the new president, Ernie Kahl, 
and passsd it around to the boys at nearby 
tables. This did not help the speakers 

Binsacca made his try at a story, at 
Cognetta’s urging, but with small success 

The song, “Just My Bill,” was an 
nounced, and Bill) Lynch was called to 
the platform to be the subject of the at 
tractive singer’s endearing words, Sur 
viving this, the pecr of story tellers was 
urged to tell one. Nobody heard him, but 
everybody saw him As he spoke the 
singer put her arms around Bill. Words 
were whispered later, but nothing came 
of it Jack Hornung had a tough time 
trying to tell a humorous one, with a girl 
like that about. Uncle Walter Granicher, 
as he was dubbed, was nervously agitated 
Things settled down when the beautiful 
young singer bowed herself out 

Results of the steamroller election made 
Fernie Kahl president, Bob Manning sec 
retary and treasurer, and Bill Budge, John 
Cognetta and Jack Schimelpfenig the new 
directors 

The party was under the able manage 
ment of co-chairmen Norman Johnson and 
Jack Schimelpfenig, with Bob Benson and 
Kd Wilson assistants on the committee 

As for golf, Cedric Sheerer won the 
low gross trophy, while Ruben Hills and 
Ernie Kahl tied for low net. Bob Eng 
land tossed the coin and Ruben Hills won 
the trophy. Neil Hopping won the blind 
bogey prize, which left Hills Bros out on 
top for golf 

\ lottery at fifty cents a try was the 
means of disposing of an array of beau 
tiful prizes. One participant with two 
chances broke a lifetime blank by draw 
ing a beautiful gold plated coffee perco 
lator. Thus ended the 1955 season of the 
San Francisco Coffee Club 
8 8 Two new men have been added to 
the coffee department of J. A. Folger & 


Co One is Robert Sweeney, who was 
assistant buver of Boyd's Coffee, Port 
land, Oregon, for the last & years, The 
other is George Garrison, formerly with 
Dupont His position will be that of 
quality control engineer. William Budge 
has been moved from the coffee buying 
department into an executive position 
Western States Tea Associ 
ation held its annual Christmas party at 
Gino's. The boys gathered about, as at 
many Christmases past, and celebrated 
with song, refreshments and a very fine 
lunch 

Contributing to the gaiety was an ac 
cordian player of no little attraction, as 
some of the boys will attest 

Part of the event was business, with 
the following election — results Bob 
Manning was named president; Gene 
Lynch vice president; Larry Meyers se 
retary and treasurer 

Klected to the board of directors tor 
a term expiring in December, 1956, were 
Jack Sassard, Manuel Sequeira and Tom 
Moss; for the term ending im 1957, 
Charlie Montague, Bob Manning and tim 
Mahoney, Sr.; and for the 1958) term, 
Larry Meyers, Werner Lewald and Gene 
Lynch 

Schillings’ had good contingent 
present at the party. Besides Jack Sas 
sard, there was Edward T. Ellis and Clay 
ton Shelhoss David Roberts, retired 
from Thomas Lipton, Inc., was also there 
88 Pope and Talbot) Lines made a 
record, at least for recent years, in bring 
ing in 91,000 bags of coffee on its P&T 
Trader, which arrived January 4th at Los 
Angeles. There were 71,000 bags trom 
Brazil and 20,000 bags from the Domini 
can Republic In December, the P&T 
Trader brought in 51,000 bags 

lohn Stein and George Moran have 
reason to be elated for it is natural that 
they take pride in the size of these car 
, but more to the point to them per 
sonally is the biggest company bonus yet 


woes 


for this Christmas 
8 @ Kyyptian corn, which grows abun 
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San Francisco, Calif. 
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entative of the Brazihan Coffee Insti & Co., 
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fee ut, he added, PACB has “not ave the 

yet reached its full potentialities as a New 

ores good in the coffee industry In his new 
We on the threshold of bigger and tinues 

better undertakings than we have be At the 
fore achieved, for the benefit: of all NCA 


concerned 


aul 


had 


He praised Mr, Leite for professional 


ew 


president and treasurer; Charles 
vice president 

of its coffee trading policies 


ity Green Coffee Association and 


made 
“We 


mutual 


are joined in the pursuit of a 


prominent Leite 


coffee importers here, have an highly 
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Norbert LL. H. Roesler, chairman of the N¢ 
board of directors; Arthur A Sureau 


Anisansel, formerly vice presi City 


the firm, continues in full dard 


director of the National Cot 


industry” at testimonial 


L.. Ransohoff, NCA chairman, 


great strides together 


goal,” he declared er New 


National 
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National 


measure responsible for “the This 


MeKiernan, president of the 
Coffee Association, said Mt On 
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viven by officials of the Na Van Wie 
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Francisco convention 
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tion's board of directors 
8 8 Joseph B 
U. S. organization and’PACB Jos. Martinson 


Martinson, president of 
& Inc., 
cepted chairmanship of the 
campaign for the 1 
York $5,000,000 appeal of the 
Foundation of Infantile 


sixth year Mr 
is heading up the drive for coffe 

\s 
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8 8 The original group of trainees and 
alternates working with the New York 
Coffee Associa 
committee have 


tions 


he en 


pointed by the board of directors 
a past president of the New Since beyan 
May, 1955, it was felt that more train 
ing for the group would be a good idea 
Fallar, Jr., 
Sam Heron, William McDonald, John 


Timothy 


Alexander, 


ssociation and the New Y ork The 
Suyvar kxchanye 

Horacio Cintra-Leite, president of J. Malone, James Norton, Jr., 
American Coffee Bureau, was Horan 
“for his constructive leader The 

and many contributions to. the John 


een elected 
Anderson, Clayton 


joined the company 


th the 


gz to 


firm's coffee department 


Clark con 


Martinson 


years, Mr. Martinson has 
committee 


committee are M. Mangual, 


has 
ct fee 


956 Cireat 


Lopez & Mangual; Edward J. Finne 
yan; Daniel A. McNulty, W. J. Dono 
hue & Co.; Robert C. Taffae, Leon 
Taffae Co.. Inc.; David Rossman, David 
Rossman, Inc.; Bernhard K. Schaefer, 
Schaefer Klaussmann Co., Inc.; Simon 
Auskern, Sabrosa Coffee Co., Inc., Al- 
bert Ehlers, Jr., Albert Ehlers, Inc 

@ @ Allan McKissock, Jr., head tea 
buyer for Standard Brands Inc., 1s 
heading up the drive for the tea im 
dustry 

On a committee working with him 
are: Thomas E. Dannemiller, Danne 
miller Coffee Co.; C. W. Felton, Henry 
P. Thomson, Inc.; N. T. H. Fleming, 
Thomas J Lipton, Inc P. C. Irwin, 
Irwin-Harrisons-Whitney, — Ine 
Norman A. Langer, De Hope Gold 
schmidt Corp.; Fred Ott, George ¢ 
Cholwell & Co., In 
8 8 Arthur G. Dunn, spice importer, 
is chairing the appeal for the spice in 
dustry 
8 8 Gertz Flushing helped spread the 
Yuletide spirit by setting up coffee 
units at various corners near its store 
kach morning early Christmas shop 
pers and commuters using bus facilities 
were greeted by Gertz with cups of 
hot coffee 
@ 8s Edwin Camilleri, of C. A. Mackey 
& Co., Inc., has returned from a six 
week trip to Africa, where he visited 
leading coffee shippers in Angola, the 
selvian Congo, Kenya and Uganda 
On his return, he stopped off at Le 
Havre and Lisbon 
Paul Ritter, of Volkart Bros. 
Inc.'s green coffee department, has re 
turned from a three-week trip to Cen 
tral America He visited Guatemala, 
Costa Rica, Nicaragua and El Salvador 
He met with coffee shippers and re 
newed acquaintanceships in the various 
countries 
Michae! Paolino has been named 
inward traffic manager for Torm Lines, 
according to J. J. Miller, vice presi 
dent of the North Atlantic and Gulf 
Steamship Co., Inc., which became 
general agents for Torm Lines” on 
January Ist 
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Onleans 


By W. McKENNON 


8 8 Ihe annual election of the Green 
Coffee Association of New Orleans was 
held in mid-December 
All officers were re-elected, as fol 
lows Austin O’Brien, of Nash & 
O'Brien, president; John J. Cummings, 
Jr, Hanemann and Cummings, first 
vice president; George ‘TI Gernon, 
Ruffner, McDowell & Burch, second 
vice president; Murray M. Squires, 
(. A. Mackey & Co, La, Inc., third 
vice president 
(Chosen directors for the 1956-57 
term were: Louis R. Arnaud, of La 
faye & Arnaud; Edward J. Gernon, 
Wileox & Co.; James S. Levy, 
J Aron & Co; Adolph C. Ricks, 
Adolph ( Ricks & Co.; William D. 
Roussel, W. D. Roussel & Co.; Trion 
T. Harris, Schafer, Klaussmann Co., 
Ine 
Directors elected in 1055 who will 
continue serving through 1956 are: 
karl VP. Bartlett, Sr. of the American 
Coffee Co.; Herbert R. Graf, C. 1 
tickford & Co.; Ralph Richards, 
Otis McAllister; Milton J.Ruth, Leon 
Israel & Bros., Inc.; Kent Satterlee, 
bright & Co.; and Fred R. White, 
Stewart Carnal Co., Ltd 
George (i. Westfeldt, Jr., as outgoing 
president, serves on the Board as a 
director 
eel. W. Marks made a trip through 
lexas recently in the interests of the 
Carl Borchsenius Co., Ine 
8 8 (seorge Gernon and Dave Court 
ney, of Ruffner, McDowell & Burch, 
have returned from a trip to El Salva 
dor and Guatemala 
Tie F. Wilcox Co., Ine., has 
sold its building at 522 Magazine 
Street, where their offices are presently 
located, to Otis McAllister Wilcox 
will move into the Board of Trade 
tuilding, taking the offices recently 
vacated by the New Orleans Green 
Coffee Association 
The Otis MeAllister coffee division 
will move in the building at 322 Maga 
zine Street. The import-export division 
will remain in the International Trade 
Mart 
bnrique Larach, of Jose C, Larach 
y Cia, San Pedro Sula, Honduras, re 


cently visited New Orleans, making his 
headquarters at the Felix J. Vaccaro 
& Co. offices, his representatives here. 
Mr. Larach also visited Texas before 
returning home 

@@ The Pancoast Milling Co. has 
opened a spice and seed reconditioning 
plant, said to be the only such plant 
in any U. S. Foreign Trade Zone 
Duties are charged only on finished 
products as they leave the zone, not 
on culled matter. Samples may be re- 
moved for Food and Drug inspection, 
then upgraded as needed. The plant 
is equipped to clean, polish, grind, 
separate, re-bag and polish 

@etThe New Orleans Board of 
Trade, Ltd., celebrated its 75th an- 
niversary here recently James J 
Meyers, of the Oulliber Coffee Co, was 
chairman of the anniversary committee, 
and Phil G. Ricks of Adolph C. Ricks & 
Co., was vice chairman. |. W. Gehrkin, of 
Rk. Schanzer, Inc., was chairman of the 
entertainment committee Festivities 
included a banquet, two receptions 
and other activities for the membership. 
ee lk. W. Delamain was in New Or- 
leans recently, visiting his headquarters, 
J. Aron & Co.,, Inc 

@eoMr. and Mrs. Manuel Llopart, 
of Havana, were recent visitors in 
New Orleans 

@esw. H. Kunz has moved his of- 
fices—W. H. Kunz & Co—from Los 
Angeles to New Orleans. His new 
address is 302 Mapazine Street, Room 
303, in the Libno Building 


Minneapolis 
By HARRY P. RILEY 


@@ The Northwest Coffee Roaster’s 
Association held their annual Christ- 
mas party at McCarthy's Cafe, famous 
for good foods. Mr. Oz Black, form- 
erly cartoonist of the Minneapolis Star 
sketched all these coffee men: 

From the Atwood Coffee Co.—Henry 
M. Atwood, Philip Hawthorne. 

From the McGarvey Coffee Co.— 
Robert MeGarvey, Robert Me- 
Garvey, Ir 

From the Nash Coffee Co.—Les 
Clark, Juke Lehnertz 

From the Red Owl Stores—David 


Platter 
From the Baker Importing Co— 


Ted Berendsohn, Philip Dahle, John 
J. Cogan. 


From the M. J. B. Co—Robert C. 
Giesse. 

From the Super Valu Stores—Eb 
Rendahl 

From the Ejibert Coffee Co—Paul 
Kibert, John Ejibert 

From the Osgood Coffee Co.—Doug 
las Bentzen 

From the New York Tea Co.—Wil- 
lis Krumpelmann 

From the M. B. Coffee Co—John 
Lambros, Jr. 

From the Minneapolis Coffee Co 
Ed Mannerberg, Gene Dunklee 

From the Holt Coffee Co.—Jack 
Holt 

Coffee brokers included Roger Leyh, 
Blackie Kaufman 


Southern California 
By VICTOR J. CAIN 


@ s Bill Close, now associated with the 
B, F. Gump Co., Chicago, recently visited 
Los Angeles. 

@ Bill Waldschmidt, of R. C. Wilhelm 
& Co., Inc., joined his wife in Los Ange 

les for the Thanksgiving holidays 

6 @ Andrew F. Moseley, of Breakfast 
Club Coffee, Inc., was taken ill and con 

fined to a hospital for several days. How- 
ever, we can report now that Andy is 
recovering very rapidly, and all hands 
are looking forward to his return to 
business in the near future. 

e@ew. H. (Bill) Kunz, green coffee 
broker in Los Angeles, recently closed his 
office and moved to New Orleans. Bill 
has been well known throughout the coffee 
business for many years. 

Mr. and Mrs. Ted Lingle recently 
spent several days in Las Vegas, Nevada, 
enjoying all the fine entertainment. 

Bill Morton recently made a_ trip 
to San Francisco to call on the coffee 
trade. 

@ @ Herb Knecht recently went to San 
Francisco to attend a directors meeting 
of the Pacific Coast Coffee Association 
Earle Lingle flew to San Francisco for 
the meeting 

The Restaurant Owners Associa 
tion of Southern California held their 
usual monthly golf and dinner event at 
the Fox Hills Golf Club. The entries 
in the golf tournament from the coffee 
roasters consisted of Bill White and 
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Jack Arnold, both of the Huggins- 
Young Coffee Co. When all the play- 
ers had holed out at the 18th, and 
scores were tallied, the main prize win- 
ners were Jack Arnold (low net, 73) 
and Bill White (blind bogey). In ad- 
dition, Jack Arnold won a door prize— 
two pounds of Lingle Bros. Coffee 
From all reports it was a very fine 
affair. 

@® @ Ray Bradt, vice president of Mc- 
Cormick & Co., Inc., recently flew to 
San Francisco on a business trip. 

® ®@ Charlie and Frances Mack flew to 
San Francisco for the big game _ be- 
tween Stanford and University of Cali 
fornia. It was really an event for 
Charlie, since for nine long years Stan- 
ford has been saying they were going 
to win, which they did handily this 
time. 


San Francisco 


(Continued from page 59) 


dantly in California and is a staple feed 
crop, slumbered for many centuries in 
the tomb of an Egyptian potentate be 
fore it was discovered, planted and_har- 
vested 

Fate worked a little faster for Guido 
Simoni of M.J.B. The coffee cleaning 
machine at the M.J.B. plant isolated a 
few bean-like seeds from the regular cof- 
fee beans. He took them home and planted 
them in his back yard. Palo Alto soil 
was favorable and the plant grew. First 
it topped his boy, but when it grew 
higher than Guido, who is no dwarf, 
amazement grew also. Up it went until 
it reached the height of 18 feet. Two big 
ears formed, but did not mature 

(uido's backyard made the local news 
papers, and neighboring ex-lowans gazed 
nostalgically at this rival and reminder of 
their home state 

The corn seed normally grows in the 
warm humid climate of the Colombian 
mountains, where it reaches a height of 20 
feet. Similar seeds have been planted in 
the Sacramento Valley but they did not 
do so well as in Palo Alto, where the 
soil and climate seemed to be more suit 
able 

Guido may be on the verge of estab 
lishing a new corn belt, beginning in his 
backyard and extending over the Penin- 
sula 
@ @ Harry | 
sistant personnel manager of Schillings’, 
the western division of McCormick & 


McGuire is the new as 


psychological effects of tea 


(Continued trom page 54) 


He succeeds Clayton Shelhoss, who has 
been made assistant controller. Prior to 
MeGuire’s coming with Schilling he was 
for about four years in the personnel de- 
partment of General Motors in Kansas 
City. He is a graduate of the University 
of Kansas and formerly a_ resident of 
Kansas City, Mo 
8 Krnie Kahl, the new president of 
the San Francisco Coffee Club, announces 
that there will be three parties, with golf, 
for the year 1956, in March, June and De 
cember. Big things are promised 
@ BA. Schilling & Co. declared a divi- 
dend to its employees, and it came at a 
most welcome time. The company had a 
good year, and so gave a vacation with 
pay from December 23rd to January 3rd 
This is extra, and has nothing to do with 
other vacations 

Future vacations at this period will de- 
pend on how well the company does. This 
looks like something of an incentive to all 
employees 
8 8 According to Bill Rowe, Sr, of 
S&W Fine Foods, his company has had 
the coffee machinery moved to the new 
plant in Visitation Valley, San Francisco 
\s coffee sales have been increasing stead 
ily for the company, larger space and 
more machinery is required for future 
operations. Bill is looking forward to 
good times in their business 
@® 8 Ray Mason recently was appointed 
manager of the tea department of Spice 
Islands to handle buying, blending and 
promotion, it was announced by Frederick 
H. Johnson, founder of the company A 
new addition, being added to the present 
building, will contain about 20,000 square 
feet, of which about one third will be de 
voted to tea 

Since establishing the tea department, 
sales have kept pace with the unusual 
growth of the company’s business, but 
according to Johnson the saturation point 
is far from being reached. Great possi 
bilities le ahead in developing their mar 
ket with discriminating buyers of tea 
While the company has very good distri 
hution, it is constantly inereasing, not 
only in this country, but also in Canada, 
Alaska, Hong Kong, Sweden and other 
countries 
M.J.B 

Spice 


Kay was assistant buyer at 
for many years joining 
Islands. Spice Islands has been going 
places since its establishment, and it ts 
expected that Ray will keep right up in 
front in the pace set by Johnson 
According to Frank Frelleson, ¢ 


before 


alcoholic drinks 


The sensuous cultivation of taste 


Ireland had the appearance recently of a 
Spanish embassy, so numerous were the 
nationals of that country who used the 
firm as their spice headquarters It 
happened that way because a group ot 
paprika shippers from Spain were visiting 
Frank was in the thick 
for he is “paprika” at 


San Francisco 
of it, of course, 
B.C. lreland 

@ 8 Last month Harold Gavigan made 
a flving trip to New York to attend a 
hoard meeting of the American Spice 
Trade Association, of which he is a di 
rector 

@ less Digman, of the 
Co., visited this city during the Thanks 


Dehance Tea 


giving holiday and also had an oppor 
tunity to visit the tract 

8 8 Local coffee men came inte prom 
nence as a result of the recent convention 
of N.CA Lloyd of 
Pellas, and Fd Manning of 
were elected directors 
C.L. Sehreuder of Internatio 
Rotterdam, Inc., had a visitor last month, 


Thomas, 
Manning's, 


Kenneth F. Graham, manager of the 
coffee department for the firm in) New 


York 


Vancouver 


By R. J. FRITH 

LL. Robinson and Carl Willenborg, 
both of the New York office of Jabez 
Burns & Sons, visited the 
Northwest after the San Franeiseo con 
vention, They stopped over in Seattle and 
Vancouver, B. C.; and while in the Can 
adian city visited with Henry Schmidt 
manager of the coffee department, Nabob 
Foods, Ltd 

@ 8 John Newman, for some time with 
the Santos office of Hard & Rand, Inc 
is now associated with the coffee depart 
ment of Nabob Foods Ltd. He has a 
thorough and an all-around knowledge 
of the coffee business in all its depart 
ments, and is a welcome addition to the 
Nabob coffee staff 

@@ Kelly, Douglas & Co, Ltd, with 
branches in all principal cities in 
Western Canada, 1s building another new 
addition to the firm's plant) This one 
is going up on Kingsway at Sussex, on 
property the firm acquired some time ago, 
when the first huge unit was erected 
In all, about 20 acres will be developed 
for this unit, which ts a pioneer Van 
couver coffee and tea business, on the 
Burnaby property, about midway between 
Vancouver and New Westminster 


re lates 


to the social use made of the alcohol, The “Bohemian” 
wine party typically begins with soft lights and the reading 


tive, demanding and emotional dominance of the viscera 


of Eros 


The student is, after all, reluctant about becoming a scholar 


Somewhat different still is the wine party of the artistic 
and liberated Bohemian. Wine is a drink to be tasted, 
rolled on the tongue and enjoyed for its flavor--not gulped 
like raw whiskey nor poured down the open gullet like 
Wine is traditionally the most co-educational of 


beer. 


JANUARY, 1956 


of poetry, and closes with some more or less active pursuit 


Colombia exporter sets up Hamburg subsidiary 


Leonidas Lara E. Hijos, Ltds., Bogota, one of Colom 
bia’s principal coffee exporters, is reported to have estab 
lished a subsidiary in Hamburg, Germany, to promote 
Colombian coffee exports to West Germany 
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Instant coffee sales 
up 20% in 1955, 
$350,000,000 volume 


In 1955 coffec prices dipped with a re 


ulling increase in consumption, said H. | 
Volflisherg, president of the Nestlé Co., 
Inc., in a year-end statement reporting o1 
trend m the food industr 


Price reductions in the coffee countries 
were reflected in lower costs, particularl 
of mstant coffee, to the consumer, who 
responded by buying more of this type 

Instant coffee sale were up 20% in 
1955 tor a total volume of over $350,000 
000, Mr. Wolflisherw declared 

He aid that he ted industrywide 


instant coffee to be even bivwer 


bach successive ear ha cen a rise 
in instant coffee sales ever since Nestlé’ 


mtroduced Nescafé, the 


world’ first 
modern instant coffee, in 1939," he de 
clared 

He added that de pite political uneet 
lainties in some countries where coffee i 


yrown, prices of instant coffee would con 


tinue to give excellent value to the con 

\s tangible evidence of the rising pop 
ularit of mstant coffee im general and 


Wolfisherg 


pomted out that during 1955 more than 


Vescale in particular Mr 


1,000,000 housewrve had sent for the 
pecial six-cup Silex coffee maker sold 
a premium in connection with Nescafe 
ubstantial response, to an offer 
ol a premium suitable for the preparation 
of imstant coffee by the potful shows 
that the public has come to regard the 
product i a beverage lor the entire 
family and not simply as a one cup con 
cotlee,” hie aid 
New regional markets were opened for 
Ih al, the instant decaffeinated brand, 
during 1955 and it is now sold in’ most 
metropolitan areas east of the Missi ippy 
Nestlé’s Instant Coffee, a companion 
blend to Ne cate, 


who prefer a milder, mellower cup of 


formulated for ople 


cottee, is now in markets on both the At 
lantic and Pacifie coasts and is being ad 


vertised and merchandised extensively, 


Mr. Wolflisberg reported 


“Manufacturing 


Processes for 


Soluble Coffee” 


is now available in 
booklet form 


50 cents per copy 


Coffee & Tea Industries 


(formerly The Spice Mill) 
106 Water St., New York 5, N. Y. 
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Coffee & tea man with unusual background 
Family manage yrs. college major 
ing industrial purchasing & management 
14 ont experience in Green Coffee & Tea 
purchasing roasting cupping quality con 
trol & production Excellent contacts-refer 
ence Palary no object opportunity & 
future a must Address Box No. 67, care 
of Coffee & Tea Industries 


AN INTERESTING SPICE BOOK 
THE BOOK OF SAUCES a 


Coffee & Tea Industries 
106 Water St 


New York 5, N. Y. 


BETTER COFFEE 


can be made in 


Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 


COFFEE & TEA INDUSTRIES and The’ Flavor Fie 
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BRAND’ INSTANT COFFEE SALES NOW 
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SOL CAFE MANUFACTURING CORPORATION 


18 0 o 2 BR N K E RH O F F AVENUE AMA Cc A 3 63 eo. 


: 


the hungry gaucho 
and the brew that grew 
to a billion dollar industry 


The hungry gaucho had picked a few hard little 
beans and set them in hot water to soften. But 
his attention strayed, and when he came to eat 
he found the beans had burned. So he added 
water and the result was a dark brown liquid. 
He drank it—liked it—and told his friends. 
Thus—one legend tells us—began the enjoy- 
ment of coffee in the Western Hemisphere. 
Otis McAllister takes great pride in the part it 
has played in the growth of the great coffee 
industry. Established in 1892, the company 
ff today has 18 affiliated offices in the important 
J 


coffee-producing countries of Central and South 
America, each staffed with experts thoroughly 
versed in coffee and all its ramifications. The 
services of these men—and the facilities of the 
entire Otis organization—combine to bring over 
100 types of coffee into this country. To the 
coffee roaster it means a guaranteed supply of 
? coffee —coffee in quantity and quality to meet 
his specific and individual requirements. 


Producers of DON CARLOS MEDELLINS 
OTIS ARMENIAS « CARMENCITA 
MANIZALES ¢ ROLLO BUCKS 
OTIS MEXICANS © CENTRAL AMERICANS 
VENEZUELANS AFRICANS 
and those Team-Mates of Quality 
GENUINE CUSTOM-BUILT VINTAGE BOURBONS 


OTIS MCALLISTER 


SAN FRANCISCO 4 Established 1892 
310 Sansome St 


NEW YORK 5 ; 
129 Front St MEMBER OF 


NEW ORLEANS 12 
321 International Trade Mart 


CHICAGO 10 
510 N. Dearborn St 
HOUSTON 
1 Main St 
LOS ANGELES 13 
837 Traction Ave 
ST. LOUIS 2 
216 S. 7th St. 

TORONTO 2 

228 King St., East 
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